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Rough Proofs Ireasury Changes 


Cotton manufacturers hope ve Mind, Opposes War 
girls will like their new wartime) 
Stamp Premiums 


hosiery so well that after the fracas | 
is over they will be willing to label 
silk as sheer nonsense. 
Ruling Expected to 
Force Abandonment of 
Several Ad Plans 


vv¥$ey 


Traffic Audit Bureau says that in 
spite of everything the number of 
passengers per motor car is still less 


than two. The theme song for rub- 
ons is “ki Th 
—<— o — 7 Washington, D. C., May 14.—Ex- 


isting uncertainty regarding the at- 
titude of the Treasury Department 

Every detail of the uniform must) on use of war bonds and stamps as 
be correct, says Fog Locker, or the premiums or prizes was ended this 
man inside it is an impostor. Ex-| week by announcement of an offi- 
cept that the newly commissioned | cial policy expressing disapproval 


= = 


officer usually shuts his eyes and/ of all such uses except when offered | 


puts himself completely in the/as rewards in contests of knowledge 


hands of his tailor. lor skill which are not directly 
seg? linked with retail sales of mer- 
chandise. 


Maj. John R. Reilly, a veteran of| [ssuance of the policy statement 


the first world war, who now has| followed long indecision which has 
four sons in the armed services, has| cost the Defense Savings Staff a 
just reported to the Army for active| heavy volume of work in making 
duty. Looks as if you just can’t|informal recommendations in re- 
keep these Reilly boys out of a good | sponse to a barrage of queries. The 
fight. Retail Advisory Committee took a 
, 2 | strong position against use of bonds 

Red Skelton may not be your idea | and stamps by retailers and had suc- 


of the world’s greatest comic, but if | ceeded in stamping out evils in most | 


the test is getting your stuff into | Cases. There had been no official 
daily conversation, Red has certainly | 'word on national advertising until 
dood it. this week, althcugh the Advertising 
™* @ | subject. 

Adoption of the policy apparently 
;means that even such premium ad- 
vertisers as Brown & Williamson 
Tobacco Corporation and Jewel 
Tea Company—both of which had 
received official permission to use 
stamps as premiums—will have to 
abandon present programs or incur 
the Treasury’s displeasure. It is 
expected that the Treasury will al- 
|low such advertisers sufficient time 
to make necessary changes. 

The policy pronouncement reads 
| as follows: “The Department disap- 
proves of the use of savings bonds 
or savings stamps as prizes or re- 
| wards, either alone or in combina- 
| tion with merchandise, through lot- 
|teries, punch boards, pin ball 
games, or other games of chance 
| where an element of personal profit 
is involved either directly or in- 
directly. 

“The Treasury also disapproves 
strongly of the use of either bonds 
or stamps as premiums, discounts 
or gifts in connection with the re- 
tail sales of merchandise, particu- 

vw? larly as premiums for coupons or 

Farmers, in spite of shortages of other stamps or counters in the na- 
labor and machinery, can be ture of trading stamps or the like, 
‘ounted on to increase production, o1 the use of bonds or stamps in 
me Chastes Sweet, And the ua- any way calculated to give one 
sung heroine of the story will prob- merchant or dealer any advantage, 
Se tum: cmt t be the fees real or apparent, over his competi- 
wife. tors. 

“These objections are based on 


There have been such things as) 
mixed contests between box fighters | 
and wrestlers, but Billy Conn is the | 
first and probably the last pug to 
promote a bout between a_ boxer 
and a baseball player. 


7. 2. = 


William L. Shirer seems to be 
falling into the common error of be- | 
lieving that the author of a best 
seller promptly and automatically 
qualifies as infallible. 


.  ¥ 


Gladys the beautiful receptionist | 
says OPA keeps talking about 1942 
incomes being 17 billions in excess 
of available goods, but you can’t 
prove it by her. 


. 2 © 


If OPA is so worried by increased | 
incomes and reduced stocks of con- 
sumer goods, maybe they’ll have to 
start urging the boys and girls to 
spend more time at the ball games 
and the movies. 


vgv#sey? 


Serious observers were disap-|do not depend upon the legality or 


pointed by the cancellation of the| illegality of any of the devices or 
New Orleans convention of the|games mentioned under the laws 
American Legion. They were eager | of the United States or of any state, 
to note the effect of the romantic | nor upon whether or not practices 
Louisiana atmosphere upon a) to which the Department objects 
Legionnaire in holiday mood. may be considered violations of fair 
| trade practices.” 
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The ATA member, the ad says, | 
renders extra services and “gets his | mt —— OF FEATURES 
compensati in trul tisfi s- | Ad-libbing .. 12 
core” me eh ey Cae Oe | Admen in the Armed Forces 23 

And his dividends aren't ev ven | Business Digest 24 


wv d M © 
Subject to income tax. a — i. 
v,vwY Farm Paper Linage 14 
G Getting Personal 28 
raham McNamee: The man who | information for Advertisers 12 


*Pitomized radio for the millions, | | Listening Post 
%eause the warmth of his voice | Magazine Linage 
made every listener his friend. 


Copy Cus. 


‘Photographic Review 35 
| Rough Proofs 


| Council had been approached on the | 


considerations of public policy and | 


Voice of the Advertiser 20 | also ends May 29. Lord & Thomas is the agency. 


ey sap pol Fireworks Absent as NAB 
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Talks All-Out War Aid 


Funds Ready for 
Salvage Campaign, 
McClintock Says 


te put « SOLID TIMBER AIR RAID SHEL 

mart. Convement. porteble end str ans 
sleeps two edults and « chid 

entwe howe fall on top of the sOulD 

you are safe agenst debra Aying glass 

rashing beams toppling chunneys. Made entirely of tough 


ortably. Should your 
TEMBER SHELTER 


seasoned wood no mete used—not ever @ nail 

Complete you home defense—you very life defense—with » SOUD 
TIMBER SHELTER Shipped tnocted down camly assembled in minutes 
nodestly priced. Don't delay! Write for detaded mformetion, or wut 


soLte Ad Council Releases 
PRODUCTS — First Statement of 
“tne. | Functions and Aims 


Te meer ae Cleveland, May 13.—More than 


Solid Timber Products Co. is introducing 

its wartime air raid shelter to the New 

York market with test copy in magazines 

and newspapers. Irwin Vladimir & Co. 
lists the account. 


Blue Network 
Offers Two Per 


Cent Cash Discount 2: inte cis 


Move Hailed by ANA,“ 
Four A's; Rate Card 
ls Effective June 15 


‘to’ carry on the huge salvage drive 
developed by Leo Burnett Com- 
pany and nine other Chicago 
agencies under auspices of the Ad- 


maining million 
raised within the week, Dr. Miller 
McClintock, director of the Adver- 


morning. 
The drive, Dr. 
ADVERTISING AGE, 


McClintock told 
will be a unified 


drive is carefully integrated 
scrap in the classifications which 
are hungry for scrap. 


paper drive will probably not be 
New York, May 14.— The Asso- 


ciation of National Advertisers and| remainder of the 
the American Association of Adver-| because of 
tising Agencies this week heralded | that industry. 

a major’ stride in their battle for| All of the money going into the 
acceptance of the two per cent cash salvage drive, Dr. 
discount in radio as the Blue Net-| phasized, is new money—none of it 
work Company issued its first rate|is being diverted from existing ap- 
card since severance from NBC in| propriations. 

January. 

The new card, dated June 15, ac- 
cepts the cash discount in principle,| He also revealed that at present 
but applies it as a penalty in ey ‘20 great projects covering almost 
tice. It offers a sweeping set of |every conceivable need of the gov- 

(Continued on Page 33) (Continued on Page 30) 


salvage efforts, 


Developing 20 Projects 


Last Minute News Flashes 
AVC Ads to Explain Rayon Hosiery Picture 


New York, May 15.—A national drive to explain the current rayon 
hosiery situation to women and to promote proper selection and care of 
rayon stockings will be sponsored by American Viscose Corporation. First 
copy will break in June issues of Ladies’ Home Journal, McCall's and 
Woman's Home Companion. Ads will point out that special new rayon 
yarns developed for hosiery cannot yet be used for this purpose because 
necessary machinery to produce them is needed for the war program. 
J. M. Mathes is the agency. 


Oldsmobile Renews Copy in National Magazines 


Detroit, May 15.—Marking the first Oldsmobile Division advertising to 
appear in national magazines since automobile copy was discontinued in 
| January, the company will return to that medium next week with a cam- 
paign to include American Magazine, Collier's, Liberty, Life, Look, The 
Saturday Evening Post and 20 farm publications. Black-and-white full 
and half pages will be used stressing Oldsmobile’s wartime “non-stop 
production” of cannon and shells. D. P. Brother & Co. is the agency. 


Launch Heavy Campaign in East for Trommer’s Beer 
New York, May 15.—John F. Trommer, Inc., is launching the heaviest 
summer advertising campaign in the company’s history, built around a 
new two-way lightness theme. Advertisements will appear once weekly 
in 77 newspapers covering 65 cities in six Eastern states, supplemented 
by one-minute radio spots from one to five times weekly in seven cities, 
and 660 outdoor posters. Federal Advertising Agency has the account. 


Veteran Show, “First Nighter,” to Leave the Air 


Chicago, May 15.—Campana Sales Company’s “First Nighter,” veteran 


of nearly a dozen years of broadcasting, will leave the air May 29. Origi- 


4 | nated on NBC, Chicago, the program moved to CBS in September, 1938, 


reaching 54 outlets this year. Aubrey, Moore & Wallace is the agency. 
The Ginny Simms Show for Kleenex, which follows “First Nighter,” 


$2,000,000 of the $3,000,000 needed | 


vertising Council has already been | 
raised, and beyond a doubt the re-| 
dollars will be} 


tising Council, told the National As-| 


sociation of Broadcasters here this 


effort on an impressive none, and) 


The waste | 


conditions peculiar to| 


McClintock em- | 


Convention Approves 
_ Board Representation 
for National Networks 


S. R. BERNSTEIN 


| Cleveland, May 14.—- When the 
| National Association of Broadcast- 
ers wound up its 20th annual con- 
vention here last night it set an 
amazing record for NAB meetings: 
the perennial and almost inevitable 
fireworks, which NAB’ers accept as 
an integral part of convention rou- 
tine, failed to go off. 

All was peace and quiet and har- 
/mony—despite the war atmosphere 
and the plethora of representatives 
,of the armed forces which was pres- 
ent on the program—except for a 
brief interlude yesterday afternoon, 
when the annual business meeting 
}of the association was held behind 
carefully closed and guarded doors 
| which opened to admit only those 
holders of red, white and blue 
badges which signified membership 
in the association. 

The lusty, bawling radio indus- 
| try, holding its 20th annual meet- 
ing, seemed actually to be emerg- 
|ing from its vigorous adolescent 
|period into a stage of manhood, 


Ganniete details howe ‘not yet| with considered judgment and calm 
been ironed out, but the pr jected | discussion taking the place of the 
to tap| fiery shouting and the don’t-give- 


an-inch attitude of previous years. 


Under-Surface Tension 


placed under the same tent as the! 


But while in a large measure this 
is true, and the convention pre- 
sented an exceedingly placid ex- 
terior, it should be noted that a 
reasonable amount of seething is 
still going on, with at least fair 
| possibilities that some of it will 
bob up to the surface before many 
months have passed. 

The most important business con- 
ducted by the association at the 
pre business session was the adop- 
| ton of a number of amendments to 
the NAB by-laws. Two sets of 
| amendments had been suggested 
one sponsored by the NAB board, 
and another sponsored by John 
Shepard III, head of the Yankee 
Network. 

The Shepard set of amendments 
would have eliminated national 
networks from representation on 
the NAB board of _ directors, 
whereas the amendments sponsored 
by the board of directors provided 
for active membership in the name 
of networks and in addition pro- 
vided that each network which be- 
came affiliated with NAB as an 
active member should have one rep- 
resentative on the board. 


Board Measure Wins 


| The  board-sponsored amend- 
ments won easily in the voting, and 
active membership in the NAB, plus 
a place on the board of directors, is 
now open to the four national net- 
works. Immediately upon passage 
of the amendment, Columbia Broad- 
casting System announced its inten- 
tion to join, and Paul Kesten, vice- 
president and general manager of 
the network, was named as the 
CBS nominee for a seat on the 
board. 

On the other hand, a message to 
the meeting from Niles Trammell, 
president of NBC, revealed his be- 
lief in the wisdom of the Shepard 
amendments, and implied that NBC 


| would refuse to take out an active 


membership. Neither the Blue Net- 
work nor Mutual, which resigned 
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from the NAB last year, indicated 
what course they would follow. 

The NAB adopted 19 resolutions, 
among them an unusual one declar- 
ing that the association is “deeply 
appreciative of the confidence in 
broadcast advertising expressed by 
General Motors Corporation in in- 
augurating its institutional adver- 
tising campaign, ‘Cheers from the 
Camps’,” and also expressing ap- 
preciation to the War Department 
for making this particular program 
possible. 


Endorse Miller Proposals 


Another resolution endorsed the 
proposals made by President Neville 
Miller to the House of Representa- 
tives in connection with recent 
hearings on the Sanders bill, “with 
a view to enactment of a new radio 
law.” 

Still another expressed ‘deep ap- 
preciation of the fair treatment by 
the press generally in respect to 
efforts to keep radio free and its 
recognition of the common bond 
that links these two great media of 
free expression under the guaran- 
tees of the Constitution.” 

Other resolutions strongly 
demned the use of bribery in con- 
nection with song plugging, and 
urged stations to do all in their 
power to eliminate such unfair 


con- | 


practices; condemned the practice 
of broadcasting race results and | 
scratches while races are being run, 
although specifically exempting the 
broadcasting of descriptions of out- 
standing races; pledged full support 
of the war effort; reaffirmed oppo- | 
sition to per-inquiry purchases of 
time; extended condolences to the 
family of Graham McNamee; and 
commended the sales manual devel- 
oped by the department of broad- 
cast advertising. 

Election of directors at large, an- 
nounced at the gala annual banquet 
Wednesday evening, resulted in the 


| following: 


Representing small _ stations, 
James W. Woodruff, Jr., WRBL, 
Columbus, Ga., and Herbert Hollis- 
ter, KANS, Wichita. Representing 
medium size stations, Eugene O’Fal- 
lon, KFEL, Denver, and Don S. 
Elias, WWNC, Asheville, N. C. 
Representing large stations, Edwin 
Craig, WSM, Nashville, and J. O. 
Maland, WHO, Des Moines. 

Most votes as choice for the 1943 
convention city went to New Or- 
leans, with Chicago second and 
Pittsburgh third. The board of di- 
rectors will make a choice from 
these three, and select the exact 


dates, at a later meeting. 


In keeping with the times, the 
general sessions of the NAB, as well 


TALKING IT OVER AT CLEVELAND 


Left, Charles C. Caley, WMBD, Peoria; Ray E. Schwartz, WOSH, Oshkosh; 
Clair B. Hull, WDZ, Tuscola, Ill., and Edgar L. Bill, WMBD, compare notes at 


the NAB Cleveland pariey. Center, W. 


G. Schultz, NBC, New York; and T. W. 


McNeil, NBC manager, San Francisco, exchange greetings. Right, Robert Dun- 
ville, WLW, Cincinnati, and Loren L. Watson, Spot Sales, Inc., New York, look 
mighty pleased. 


as most of the departmental ses- 
sions, was slanted in the direction 
of all-out war, and such problems 


lias selective service, censorship and 


cooperation with the war effort oc- 
cupied the principal attention of 
delegates. 


Byron Price, director of the 
Office of Censorship, led off the 
parade of government officials at 


the opening general session Mon- 
day, explaining the functioning of 
the office and the reasons why the 


5 aes ro 
aeTween , 


The Detroit News is, of course, proud 
of its magnificent army of 4,000 car- 
riers whose sale of over TEN MIL- 
LION war savings stamps won the 
praise of the Secretary of the Treas- ° 
ury. The News is also proud of the 
notable circulation record these boys 
have helped it to attain. As a result 
of their efforts, the unique home de- 
livery system and the intrinsic merit of 
its editorial content, The Detroit News 
has achieved the largest A.B.C. rec- 


a) 
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7 
petro. mich * 
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ognized home delivered circulation { 
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of any newspaper in America! 


10 Million 
War Savings 
Stamps Sold 

by News Carriers 


—Enough to Buy 
5 Bombers! 


i Detroit News Achieves ALL-TIME HIGH for Any 6 Months’ Period 4 


380,495 


fn lasveine of 21,468 Over 
& Months Ending Mar. 31, 1941, 


WEEKDAY CIRCULATION 7 


__ Net Paid A.8.C. Averages for 6 Months Ending March 31,1962 "4 
B59 479 citcntis\tncing Moreh 31.194 
SUNDAY CIRCULATION 


The Detroit News 


New York: 1. A. KLEIN, Inc. 


THE HOME NEWSPAPER 


Chicago: J. EF. LUTZ 


greatest of care must be exercised. 
“To those who are trying to keep 
information from the enemy,” he 
said, “the magnitude of radio as a 
facility of communication is appal- 
a 
Censorship is requesting constantly 
and repetitiously that the interview 
type of program be rigidly super- 
vised against last-minute insertions 
'and thoughtless questions, and that 
(every item of broadcast news be 


That is why the Office of | present phase of our music copy. 


that “every policy and every act, in 
these troublous days, should be 
measured by the single yardstick of 
‘Will It Win the War?’,” and askeg 
for more careful definition of ¢g 


/ernment policy with this viewpoin: 
|in mind. 


He also asserted that the “reten-. 


‘tion of our patent system is of par. 


ticular importance to the entire 
tion because it 


Na- 


represents one of 


| the foundation stones of free enter. 


prise. We of industry have no 
quarrel with the government’: at- 


|titude on the use of patents for the 


|duration of the war. 


However. the 
war emergency should not be use 
as a smoke screen behind which +4 
enact measures repeatedly consid. 
ered and discarded in the past” 


Highlights Activities 
In formally opening the con vep- 
tion Monday morning, Pres.den: 
Neville Miller summed up the high. 
lights of the association’s activ itie 
during the year as “our many a. 
tivities in connection with the way 


our successful conclusion of the 


|right controversy, the defeat of 


| discriminatory tax on radio and the 


} 


/weighed with care before it is put. 


in the lap of the enemy.” 

Despite the tremendous responsi- 
bilities of the times, Mr. Price said, 
“it would be a tragedy for all of us 
if, under the pressure of war re- 
quirements, radio resigned that fa- 
cility for public entertainment 
which gave it birth. It would be 
a still greater tragedy if, in an over- 
zealousness of self-censorship, radio 
ceased to be an effective instrument 
of public information.” 


Discussed at Panel 


Mr. Price was followed by a panel 
composed of J. Harold Ryan, assis- 
tant director, Office of Censorship; 
Col. Depuy, War Department; Capt. 
L. P. Lovett, Navy Department; Ma- 
jor General F. G. Beaumont-Nes- 
bitt, British army staff; and Earl J. 
Glade, KSL, Salt Lake City, who is 
chairman of the NAB code commit- 
tee. Details of the operation of pub- 
lic relations work and censorship 
activities of the armed forces were 
explained and discussed. 

At the Monday luncheon, Archi- 
bald MacLeish, director of the 
Office of Facts and Figures, declared 
that in his opinion government and 
radio still needed to sit down to- 
gether and talk things through, “not 
to the point of mutual agreement, 
for the mutual agreement obviously 
exists, but to the point of an under- 
standing of the basic principle un- 
derlying that agreement.” 

These basic principles include 
such problems as who is to take the 
initiative, how far he is to go, ete., 
he said, continuing with the asser- 
tion that OFF is not asking radio 
stations merely for facilities, but 
for knowledge and _ skill and _ in- 
genuity. “What the industry can 
really contribute to the war effort,” 
he said, “is brains and hearts and 
energy.’ Government has the basic 
duty, Mr. MacLeish continued, of 
seeing that the people are fully and 
promptly and accurately informed; 
and OFF wants radio to do a job, 
leaving it to the industry to deter- 
mine the means. 

On Tuesday Brig. Gen. Lewis B. 
Hershey, director, Selective Service 
System, and John G. Newton, chief 
of operations, fuel rationing divi- 
sion, OPA, were the speakers, while 
the afternoon was given over to a 
sales managers’ session and a love- 
feast on music, at which represen- 
tatives of Broadcast Music, Inc., 
ASCAP and SESAC delved into the 
current music situation. Most of the 
discussion at this session revolved 
around the evils of song plugging 
through bribery, and _ considered 
means to alleviate or eliminate this 


problem. 


The Hon. Humphrey 
Minister of Labo: 


Mitchell, 
in the Canadian 


| government, addressed the conven- 


tion at lunch on Tuesday, and fea- 
tured speakers at the Wednesday 
luncheon were Charles R. Hook, 
president, American Rolling Mill 
Company, and Pierre Huss, former 
INS Berlin correspondent. 
Detailing the place of industry in 
the war effort, Mr. Hook declared 


start of what we hope will be 
successful effort to secure a long 
needed revision of the radio law.” 


The new eight-year contract 
which stations have signed wit 
Broadcast Music, Ine., and settle. 


ment of the ASCAP controversy ha: 
not only saved broadcasters some 
$40,000,000 over the period of the 
contract, but has established a com- 
petitive market for music and has 
demonstrated the ability of the in- 
dustry to unite and solve mutua 
problems. 

Tracing the history of the attempt 
made last summer to impose @ spe- 
cial tax on radio, and commenting 
on the recent re-introduction of ; 
similar tax at the current session of 
Congress, Mr. Miller said: “We 
have every reason to believe that 
we shall be successful” in opposing 
such a tax. 

Membership Is Lower 

Membership in the NAB as of 
May 1 totaled 525—506 active and 
19 associate members — compared 
with a total of 547—526 active and 
21 associate members—on May 1, 
1941. Despite this slight decrease, 
the membership still includes 68.5 
per cent of all network affiliated 


stations, broken down as follows 
Blue Network affiliates, 68.5 pe 
cent; Columbia affiliates, 81.5 pe: 


cent; Mutual affiliates, 58 per cent 
and NBC affiliates, 77 per cent 

The report of Paul F. Peter, NAB 
director of research, disclosed that 
the “Broadcast Advertising Record, 
developed last year to show units 
of broadcast time in various Classi- 
fications which were sold by radi 
stations, has been discontinued pur- 
suant to a decision of the board of 
directors, and that the organiza- 
tion is now “striving to make satis- 
factory arrangements with an oul- 
side organization to continue, in 
some form, this valuable service. I! 
is hoped that an announcement ca! 
be made at an early date as to what 
organization will undertake _ the 
service.” 
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MULTI PRODUCTS, INC. 


1912 S. Western Ave., Chicege 
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If you've got \\ umbrellas to sell... 


tee 
aS Us 


advertise 
where it’s raining | 


with SPOT BROADCAsT 


ke YOU want umbrella volume . . . or volume 
on anything else .. . sell where sales are easiest. Sell only 
as long as local conditions are right. Sell with Spot Broad- 
if casting, the completely flexible advertising medium. 


Spot Broadcasting gives you all the power of 
radio on a sensible market-by-market basis. You can plan 
dy it easily to solve any selling problem . . . seasonal, sec- 
, tional or competitive. You can arrange it quickly for im- 
5 mediate action whenever and wherever you need it. And 
Spot Broadcasting gets top results because it offers free 
; choice of the best stations and lets you hand-pick program 


R or announcement times with ready-made audiences. 


. To keep advertising just as flexible as sales man- 


agement itself must be today, more advertisers are using Spot 


> Radio than ever before. 


\¢ Have you considered how important flexibility 

is to your own plans right now? Then talk soon toa “a 

an John Blair man about Spot Broadcasting. He not only & 
7 


represents many of the finest radio stations in 4 


the country, but he has plenty of marketing 
and merchandising facts that you can most 
profitably use. 


Chicago 
New York 


y Spot Broadcasting is flexible radio advertising, whether 25 nil 
words or full-hour programs—planned and bought on & COM PA NY’ san Francisco 
a market-by-market basis. 


EXCLUSIVELY REPRESENTING LEADING RADIO , 
STATIONS THROUGHOUT THE UNITED STATES 


A new informative booklet, ‘Spot Broadcasting,” 
has been prepared for advertisers and their 
agencies. We shall be happy to send youa copy. 


This advertisement appears also in Fortune Magazine— May, 1942 
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ADVERTISING AGE 


May 18, 1942 


Gas Rationing 
May Hit Entire 
Country July 1 


Officials Regard Step 
as Essential to Save 
Rubber Supplies 


Washington, May 13.—The exten- | 


sion of the gasoline rationing plan 
now in effect for Eastern areas to 
the entire country, rumors regard- 
ing which have been current for 
several weeks, has been substan- 
tially confirmed by ADVERTISING 
AcE. The purpose of country-wide 
rationing of gasoline, in spite of 
plentiful supplies of motor fuel in 
most areas, is conservation of rub- 
ber. The new plan is expected to 
take effect about July 1, at the end 
of the 47-day rationing period in 
the East. 

High government officials study- 
ing the problem have pointed out 
that automotive transportation must 
be kept going, even in the face of 
the tire shortage, inasmuch as pub- 
lic transportation services would be 
entirely inadequate to take care of 


both local and long-distance needs. 
Restricting use of motor cars to ab- 
|solute necessity is the only way in 
which this back-log of rubber can| STRESSES TIRE WASTE 
| be conserved, in their opinion. | New York, May 14.—Focussing 
The railroads have already called) jts copy on the nation’s shocking 
attention to the huge additional) waste of its largest pool of rubber, 
traffic volume which they have been | the tires on automobiles today, the 
asked to absorb, and have pointed | United States Rubber Company this 
out that 90 per cent of passenger | week placed full pages in 64 news- 
transportation is automotive. Obvi-| papers in war production areas urg- 
ously neither they nor local transit ing employers, workers and house- 
facilities would be able to cope with wives to cooperate in pooling their 
the volume of traffic created by the cars going to work and shopping. 
elimination of motor cars because The theme was closely allied to 
of tire shortages. the sustaining spot announcements 
: ' on network radio programs broad- 
Ss © vee cast under the direction of the Office 
While it is believed here that the 


of Facts and Figures. 
experience with rationing in the Proclaiming that “the problem 
East will condition the rest of the|of getting 40,000,000 workers to 
country to the idea of restricted use 


their jobs on time is being taken 
of automotive transportation facili-| over by America’s car owners,” the 
ties, it is recognized that the public | page insertions urge large compa- 
must be sold on the idea of con-| nies to aid in relieving the wartime 
serving rubber. Thus the current} transportation shortage and help 
advertising of companies like U. S.|to conserve tires and gasoline by 
Rubber, urging cooperative use of|taking a census of workers’ cars. 


urged if the current surplus is not 
surrendered voluntarily. 


cars and tires, is regarded as highly | It is pointed out that in spite of the | 


' valuable in preparing for all-out| nation’s vast trolley, bus, train and 
| gasoline rationing. taxi facilities, these are proving in- 
| The Army is urging prompt ac-|capable of getting millions of war 
| tion to bring in through voluntary | workers from home to job. Neigh- 
| action all surplus tires in the hands| bors are already driving each other 
lof private users. No more than five | to trains, doing their shopping to- 
| tires per car should be owned by | gether, taking each other’s children 
any motorist, it is insisted. Con-| to school, and driving each other all 
'fiscation of excess stocks will be| the way to work, but the conclusion 
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DOUBLE 
VALUE 


MARKET. 


@ True, the latest Census figures show 
the Toledo Trading area third in retail 
sales among Ohio markets. 


But the important thing is to read these 
figures in the light of today’s vastly accel- 
erated production pace. For Toledo, a 
basically strong and highly developed industrial city—has today 
a vastly enlarged output. Earnings increased. Family expendi- 
tures increased. Retail sales at new high levels. 


Add to the normal Toledo market the surging income of today 
from Toledo factories* and increased value of farm products** 
from this rich agricultural area, and you have a more truthful 


gauge of the present-day value to advertisers of Toledo—Ohio’s 
Double Value Market. 


* $00 factories with $5,000,000 weekly payroll. 


** Farm income 40‘; above Ohio average. 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


NAB—AT PLAY AND AT WORK 


— 


Harold Wheelahan, WSMB, New Orleans, 


(left) and Paul Peter, NAB director of 


research, find two Colonial Dames, who are extolling the virtues of New Orleans 
for the 1943 NAB convention, worthy of investigation. 


Bae 


Before one of the convention displays stand (left to right) Jack Price, W. |. 

Orr, Richard A. Borel and Robert D. Thomas, all of WBNS, Columbus; Major 

Howard Peterson, who recently left WOW, Omaha, to take up Army duties; and 
Paul Ray, John Blair & Co., Chicago. 


is “not enough of them.” 

The ads were thoroughly mer- 
chandised by inclusion of a free 
offer in the form of a “mileage bud- 
get chart” and a 32-page booklet on 
tire care. Car owners were urged | 
to obtain these from their local U. S. 


tire dealer and thereby “help to 
save tires, gas and oil.” 
According to company  spokes-| 


men, employers in Detroit and 13) 


| other Michigan cities have already 


| worked 


out plans, in cooperation 


| with the respective mayors, for the 
formation of voluntary transporta- 


the 


tion committee, patterned along 
lines suggested by U. S. Rubber. 
That the problem is a serious one} 
and merits considerable thought on 
part of all concerned was 
sharply borne out by the Traffic 


'Audit Bureau's report of traffic cir- 


culation 
TISING AGE, May 11). TAB reported 
that a check of 42,632 automobiles 
in 153 cities revealed that the aver- 
age number of passengers per car 


‘reach sectors untouched by 


loughs, 


| housewives 


issued last week (ADVER-| 


they constitute “the irreplaceable 
transportation of more than 70 mil- 
lion Americans who live in small 
towns and on farms” since they 
otner 
forms of transportation. 

Other important points touched 
on by the bus copy are the rubber 
conservation practices of bus lines 
(“averaging more than 40,000 miles 
per tire, using only a fraction 
much rubber per passenger, 
mile, as do private cars”), service 
to a wartime population (“workers 
of war plants, selectees to examina- 
tion centers, fighting men on fur- 
troops on military moves, 
business men on essential trips . 
who keep America’s 
homes, farmers”), and efficiency of 
operation under emergency condi- 
|tions (“bus lines have ‘cleared fo! 
/action’—eliminating express sched- 
ules and purely sightseeing runs’). 

In the educational campaign, fore- 
|cast exclusively in ADVERTISING 
| AGE, Jan. 5, the buses emphasize the 


ds 


per 


is still less than two. It further in-| high percentage of short-haul busi- 
dicated that only 40 per cent of the | ness carried, for the majority o! 


effective capacity of the average car 
is now being used. 
Campbell-Ewald Company is the} 


_U. S. Rubber agency. 


CITES BUSES’ SERVICE 
(Picture on Page 35) 
Chicago, May 14.—First copy in a 
new educational drive by the Na- 


bus trips are for short distances 
These short trips, camp to home, 
small town to metropolis, farm to 
market, represent the great segment 
of bus business, and it is with this 
essential traffic that highways are 
kept at work for victory. 

Facing the biggest transport load 
they have ever been asked to 


tional Association of Motor Bus Op-| handle, it is unlikely that many bus 


erators will break with a spread in | 


the May 23 Collier’s, and will be ex-| 


panded to other national magazines | 


jlater as part of a rest-of-the-year 


campaign. Signed by the associa- 
tion and “Motor Bus Lines of 
|America,” the campaign will be 


B TOLEDO BLADE 


keynoted with the theme, “Keeping 
the highways at work for victory.” | 

In two-color copy, the bus lines| 
present their story: the vital role of 
buses in wartime, and particular | 
emphasis is placed on the fact that 
they do an unduplicated job, that! 


lines will promote vacation trave! 
as strongly as they have in past 
years. Some foreshadowing of this 
is gleaned in the last paragraph o! 
the copy block, which reads: “The 
pleasant days of travel-as-you-like- 
it will come again! But today the 
bus industry accepts the needs 0! 
war as self-imposed commands. The 
war job comes first—we ask the co- 
operation of every loyal American 
in getting that job done.” 

Beaumont & Hohman directs: 
campaign. 


the 


“4sk 
Agency 

to ask the 
COLONEL? 


our 


woc 


FOR TRI-CITIES 
BASIC BLUE + CP 5000 WATTS 


.) Davenport « Rock Island » Moline 


' FREE & PETERS, INC. 


7 Exclusive 


National Representatives 
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ADVERTISING AGE 


J 
S., SHORTALL was sore as hell last 
February when he went to Washington. He 
was ted up with filling out forms, getting 
acknowledgments instead of action. He got 
sorer in Washington, getting the routine run- 
around . . . sore enough to bother enough 
bureau officials until he got a ‘Go ahead.” 
He lett Washington with a contract 
which won't make him any money to speak 
ot; but will make a lot of metal objects the 
Navy needs badly. A lot of people in his plant 
are drawing fat pay envelopes instead of 
reliet checks; and a lot of stores in his town 
are still in business... because Sam got sore! 
There are people in this country who do 
give a damn about this countrv-——-and do 
what thev can about it!... The American 
Magazine has always had a lot of them, and 
has a lot more today—because it has always 
been concerned about Americanism even 


when it wasn’t fashionable! 


as MORE than twenty years, The 
American Magazine has busied itself with the 
American way of life— reported its problems, 
advantages and opportunities with care and 
authority; pointed the ways and means to a 
better life, a better country; held that every 
American had a stake in this country. 


Today, when American interests are 


inseparably involved with those of half the 


world, when news pours in hourly from all 


over the globe The American Magazine 
spots the big issues, points out significances 
in the current welter of alarms, rumor and 
contusion. Concerned with the major interests 
otf Americans, it gets major interest trom its 
readers —and major readership. 


(Ask to see the Starch studies.) 


An ERTISING that has anything to sav 


today will get the best possible hearing in 


The American Magazine -trom more than 

2.250, tamilies who have something to say id 
about evervthing that goes on in this country. 
Moreover, your advertising in The American 
Mavazine lives for a whole month... For the 
medium it is, the market it has, the action it 
gets, Phe American Magazine unquestionably 
delivers the most for your money... has the 


most to deliver now. Look into it—now! 


on | a 


AMeticaigrer ’ 


The American Magazine 


IN THE 


SERVICE oO F 
The Crowell-Collier Publishing Co.. 250 Park Ave.. New York City . 


THE NATION 


.. 720 Statler Office Bldg... Boston 


General Motors Bldg., Detroit ...333 North Michigan Ave., Chicago. ..235 Montgomery St.. San Francisco 
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‘Concentration’ 
Order Hits U. S. 
Stove Industry 


Nelson Backs Plan to 
Drop Trade Names 
for Victory Model 


Washington, May 14.—Dodging 
the problem of brand names for the 
moment but giving a strong hint 
that a common “Victory” label is to 
replace trademarks on_ products 
whose manufacture is restricted, the 
WPB today adopted the principle of 
“concentration of production” with 


the stove industry serving as a 
guinea pig. 
The order, first of its kind ever 


issued in this country, sets July 31 
as the deadline for ending produc- 
tion of non-electric cooking and 
heating stoves by big companies. 
Smaller producers whose plants are 
not located in labor shortage areas 
will be permitted to make the lim- 


ited number of stoves needed for 
civilian use. 
Although borrowing from the 


British the principle of concentrat- 
ing necessary civilian output in 
smaller plants which are less sus- 
ceptible to war conversion than ma- 
jor producers’ facilities. WPB did 
not ape our allies to the extent of 
ruling that all stoves made under 
the restrictions in effect after July 


31 must discard usual trademarks 
in favor of a common “Victory” 
label. 


Nelson Favors Plan 


It was explained that the trade- 
mark problem has yet to be worked 
out but WPB Chairman Donald M. 
Nelson leans strongly toward elim- 
ination of trade names in such cases 
and adoption of the “Victory” plan. 
Mr. Nelson said today that a final 
decision has not been reached either 
on trademarks or on what other in- 
dustries will be molded to fit the 
“concentration” pattern established 
in the stove field. Refrigerator, 
typewriter, farm equipment and 
plumbing fields have been men- 
tioned in this connection. 

Mr. Nelson did make it clear that 
the stove order could be regarded 
as indicative of WPB’s future policy 
toward civilian industries which 
cannot be eliminated entirely despite 
an all-out war economy. 

The stove order does not mention 
“Victory” models, providing only 
that ranges, hot plates, ovens and 


stoves must be simplified in accord- 


ance with a list of “permitted 
types.”’ It is believed possible that 


a decision on the trademark prob- 
lem will be reached before the July 
31 deadline and the order amended. 


Labor Shortage Figures 


The order is novel in another re- | 
spect. No firm, large or small, will | 
be permitted to make stoves after | 
the deadline if located in any of 39 | 
“labor shortage areas” set forth in| 
the order. WPB estimated that 92 
out of 245 stove companies will | 
have to discontinue manufacturing | 
after July 31. “Large” firms for- | 
bidden to make stoves after the 
deadline irrespective of labor sup- 
ply are those with factory sales of | 
$2,000,000 or more in the year 
ended June 30, 1941. 

(ADVERTISING AGE indicated in its | 
“Listening Post” column May 11 
that the British “concentration” | 
plan had been “dusted off” by WPB | 
officials and might be tried in the) 


|stove industry. This item also said 


no decision had been reached on | 
“Victory” models and trademarks.) | 


Akey to Livingston 

Bob Akey, formerly with Sidney 
Garfinkel Advertising Agency, San 
Francisco, has joined Leon Living- 
ston Advertising Agency as an ac- 
count executive. 


N His TIME as Sales and Advertising he 


Chris was crazy....like a fox! 


said, “Dura-Glo Hammermill Cover 


Manager, Chris 
share of 


had produced his 
instruction books. 
catalogs and such. So when his com 
pany went “all out” on war production, 
Chris had to turn out operating man- 
uals and instruction books for field 
equipment, 


manuals, 


Chris went to work. First, he thought 
it over, “These books are going to get 
a lot of rough treatment. They'll be 
used right on the job, That means dirt 

. oil... grease. If I use an ordi- 
nary paper, it won't last long 
under those conditions, It will get dirty, 
dog-eared and worn out in no time.” 


cover 


Then Chris was smart. He went into 
a huddle with his printer and explained 
his problem. 


The printer had the right answer— 


..+ | know it will outlast plain covers 
by a wide margin; it not only keeps its 
own good looks but gives extra protec- 
tion to the inside pages. And dirt and 
oil and grease wipe right off with a 
cloth. Another thing, that tough pro- 
tective surface won't peel off.” 

The printer was right. Dura-Glo 
Hammermill Cover can take it; and it’s 
a slick printing sheet, too. 


See for yourself. Drop us a line on 
your company letterhead. We'll send 
vou the “Dura-Glo Portfolio’ —reprints 
of 6 actual commercial jobs—complete 
with a production detail sheet and 
swatch showing colors, weights and fin- 
ishes. Address Hammermill Paper 
Company, Dept. AA-518, Erie, Penn 
sylvania, 


—— 


SURPRISE AND CONCENTRATION AT NAB 


ce 


At one of the sessions the cameraman snapped Fred Fletcher, WRAL, Raleigh 
N. C., Campbell Arnoux, WTAR, Norfolk, and Dick Mason and Ollie Carpente 


WPTF, Raleigh. 


In shadow in center is John W. New, WTAR. 


The U. S. and WLS dominated this row, including (left to right) Robert Berger 
Office of Government Reports, Washington, D. C.; and Glenn Snyder, Chick M. 
Freeman, Harold Safford and George R. Cook, all of WLS, Chicago. 


Draw Up New 
Code for Foreign 


Language Shows 


| foreign 


Cleveland, May 13.—A war com- 
mittee representing some 200 U. S. 
stations which broadcast foreign 
language programs, met here this 
afternoon during the NAB conven- 
tion to draw up a code of practices 
effectuating still further wartime 
precautions. 

The committee elected Arthur 
Simon, general manager of WPEN, 


Philadelphia, as chairman, and 
headquarters will be established in 
Washington. 


The code, which now will be sub- 
mitted to stations concerned, re- 
quires that all personnel engaged in 
the production and presentation of 
language programs’ be 
cleared through the committee; that 


‘all such personnel be required to 


fill out a detailed questionnaire and 
be finger printed; and that all sta- 
tions not only adhere to the indus- 
try code of wartime practices, but 


maintain numerous extra precau- 
tions as well. 
Lee Falk, chief of the foreign 


language radio division of OFF, told 
the group that his office was con- 


vinced of the importance of foreign 
language programs to the war ef- 
fort, and urged that stations in such 
cities as Cleveland 
town, which had previously had 
foreign language programs and had 
discontinued them, should put them 
back on the air. 


AMA Chapter Names 
Bernstein President 


S. R. Bernstein, vice-president of 
Advertising Publications, Chicago, 
and editor of ADVERTISING AGE, was 
elected last week as president of the 
Chicago chapter of the American 
Marketing Association for the 1942- 
43 year. 

Other officers include: Ist vice- 
president, S. F. Townsend, Business 
Research Corporation; 2nd_ vice- 
president, J. C. Griffin, Wilson & 
Co.; secretary, J. F. Thomas, Mar- 
shall Field & Co., and treasurer, 
J. H. Fries, Kraft Cheese Company. 
Directors for the ensuing year are 
C. T. Heusinkveld, Armour & Co.: 
J. J. Martin, Henri, Hurst & Mc- 
Donald; R. N. McMurry, Psycho- 
logical Corporation; H. L. Porter, 
Standard Oil Company of Indiana; 
B. P. Williams, Masonite Corpora- 
tion, and C. A. Wolcott, Blackett- 
Sample-Hummert. 


and Youngs- 


|before the group begins 


Atlantic Coast 
Network Formed 
by Eastern Group 


New York, May 14.—Five Bulova 
radio stations from Boston to Phila- 
delphia will form the core of the 
Atlantic Coast Network announced 
this week by Harold A. Lafount, 
former federal radio commissioner, 
and director of the Bulova broad- 
casting enterprises. 

Stations definitely to be included 
in the “center of population” group 
include WNEW, New York; WCOP, 
Boston; WNBC, New Britain; WELI, 
New Haven; and WPEN, Philadel- 
phia. Additional local and regional 
stations from New England to the 
District of Columbia will be added 
network 
operation June 15. 

Mr. Lafount has named Edward 
Codel, former Chicago editorial cor- 
respondent for Broadcasting, mana- 
ger of the network. Mr. Codel 
recently served as manager of Sta- 
tion WPAT, Paterson, N. J. 


Ritz-Carlton Appoints 

The’ Ritz-Carlton Hotel, New 
York, has placed its account with 
Needham & Grohmann, New York 


We handle al! the 
tedious, expensive 
time-consuming de 
tails for you. 


ys 

‘/ Our complete facilities and 
long experience enable 
to meet the exacting ce 
mands of agencies, pub 


lishers and market ' 
lysts. Let us help ) os 
with your next reseirc 

job. You'll be sur of 
accuracy, economy ne 


prompt service. 


Write today 
your copy of our 
FREE booklet ©" 
titled “Econom; 
Market Resear 
It will give ; 
complete deta 
about R & § ser’ 
ice. 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N. Y. 


BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 
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CAB rating of 83... highest in the 
history of broadcasting. But it took Pearl 
Harbor, a declaration of war, and the 
President of the Lnited States on all the 
networks to get such a rating! ... The 
next highest audience score happens 
every Sunday, without a war, or the 
President—in the Sunday comics sections 
of Metropolitan Group . . . readership 


79% for women, 81% for men, not 


counting the children! Aside from some 
Sunday gravure sections, nothing else 
in print or program comes near these 
ratings! . . . Advertising in the lower 
half-page of Metropolitan Group comics 


4 Only the President: 2ereoceenet: 


buried... no medium delivers more of 


a the message to so many people. Because 
id- there is LL,QOO,000 circulation in this 
. package — concentrated 
a | e where it counts most, in the 
- spca cI on all the networks markets that account for 
be ——— two-thirds of the national 
ork retail total! ... With the ultra attention 
ud value, all-family readership, regular 
na 


e reading habit, four colors, space equal 

- ets more audience to a large magazine spread, coverage of 
S the best third of Ll. S. families .. . 

al Metropolitan Group is easily the Number 
“ One national medium for any truly 
“ ‘és national advertiser! ... Cost? The Metro 

1 | than our advertisin Group comics sections milline matches 
! | y 4 that of black and white r.o.p. in most 


newspapers . . . only $217,256 for 


e 13 half-page insertions in the heftiest 
a medium on earth! ... Learn more about 
de bd h Metropolitan Group for the best big buy 
vo eee in [ e in advertising today! Call any office... 
of 

tor 


Baltimore Sun « Boston Globe ¢ Boston Herald , Buffalo Courier-Express ¢ Chicago [Tribune ¢ Cleveland Plain Dealer 


Des Moines Register * Detroit News ¢ Detroit Free Press ¢ Milwaukee Journal ¢ Minneapolis Tribune & Star Journal « New York News 
New York Herald Tribune ¢ Philadelphia Inquirer ¢ Pittsburgh Press « Providence Journal « Rochester Democrat & Chronicle * St. Louis Globe-Democrat 
St. Louis Post-Dispatch ¢ St. Paul Pioneer Press 


¢ Springfield Union & Republican ¢ Syracuse Post-Standard ¢ Washington Star * Washington Post 


220 East 42d Street, New York ¢ Curcaco: Tribune Tower + Derrorr: New Center Building. « San FRANcisco: 155 Montgomery Street 
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Drug Trade’s War 
Stamp Promotion 


ls Huge Success 


Other Industries May 
Make Campaigns on 
Same Merchandising _ 


New York, May 13.—Demonstrat- 
ing what the application of modern 
merchandising and advertising | 
methods can do to promote sales of 


war stamps, the drug trade has 
swung into an all-industry cam-| 
paign which it is estimated will| 


produce sales of 50,000,000 25-cent | 
stamps, or about $12,500,000 worth, 
during May. The industry drive | 
will continue throughout the month, | 
and is expected to establish a pro- | 


They're Glad They 
Bought Artkraft Signs 


wv ARTKRAF 


SIGN CO, LIMA, OHIO 


|cooperation of 


motion pattern which will 
steady volume sales 


o | 
insure 
concentrated | 


on this 25-cent “item” in the U. S.| 


Treasury line. 


The campaign, authorized by the) 


Treasury Department, and organ- 
ized and financed by the drug trade, 


|has already been so successful that 
several 


other 
retail 


industries selling 


through stores have begun 


planning similar pushes to increase | 


the volume of stamp sales. The plan 
appeals to Treasury officials because 
it automatically enlists the active 
the most skillful 
merchandisers in each field, without 
interference with the payroll allot- 
ment, block canvass and other plans 
for enrollment of citizens in war 
savings plans. 

The food, petroleum and liquor 
industries are among those which 
have already had tentative discus- 
sions of the drug trade program, 
with the idea of applying the basic 
ideas to their own fields. Since the 


drug trade has organized the sales | 
drive to employ the same techniques | 
which would be used in merchan-| 


dising a new toothbrush, for ex- 


ample, advertising and merchandis-| garded as the ideal item for neigh- 


A MAY 'SPECIAL' 


“BUY BULLETS 
FOR OUR MEN 


AT THIS 


DRUGSTORE NN 


BUY A STAMP WOW! 


The "Buy Bullets’ appeal in this poster, 

repeated in all possible merchandising 

ways, marks the central theme of the 

month-long war stamp promotion by the 

country's drug trade. The trade expects 

to "market" 50 million 25-cent stamps 
during May. 


ing executives in other mass dis-| borhood distribution plans. 


tribution lines see an opportunity to 
make a big contribution to the war 
effort by converting their sales and 
which are re- 


of 25-cent stamps, 


Brooks Heads Group 
To indicate the 


sort of talent)“ ite 
distribution machinery to the sale} which has been lined up for the big | Quartets, 


push by the drug trade, the manu- 


i} 


a 
Waasen Small 


“So that’s the famous Golden Triangle in Pittsburgh! And it was Pittsburgh that Rodney Boone 


man was talking about when he said that the Evening Sun-Telegraph in combination with the 


other Evening paper will give me MORE net circulation (with less duplication) than any other 


combination of daily papers. And .. . 


at Se LESS per line!” 


| 


facturers’ sales promotion group is 
headed by H. L. Brooks, president 
of Coty, Inc., and president of the 
Toilet Goods Association. His as- 
sociates are Co-Chairman R. D. 
Keim, vice-president of E. R. 


} 


| 


Squibb & Sons; Arthur Hill, vice-| 


president of Johnson & Johnson; 
| J. D. Bohan, vice-president of the 


! 


Centaur Company, and Manning) 
|O’Connor, of Colgate-Palmolive- 
Peet. C. K. Perkins, vice-president 


|New York, F. W. Woolworth ( m- 


‘and general manager of Bauer &| 


Black, is a member of the executive 
| committee. 

Ray Sullivan, vice-president of 
Ruthrauff & Ryan, is chairman of 
the manufacturers’ advertising sec- 
tion, with Stanley Clark, of This 
Week Magazine, as co-chairman. 
The wholesalers, independent drug- 
gists and chain stores are all tied 
in with special committees assist- 
ing in the vromotion. Editors of the 
principal drug trade publications 


paign. 

Dire:t mail promotion to 57,000 
stores resulted in the return before 
May 1 of over 20,000 pledge cards 


material was indicated by the fact 
that the supply of 10,000,000 coin 


Woolworth Plans 
First National 
Ad Campaign 


New York, May 14.—Two mont} 
after gingerly probing the possi})j\j- 
ties of continuous advertising \ jth 
a test run of subway car card 


pany has decided to complete th 
plunge and launch its first fy). 


| fledged national advertising venture. 


|in the promotion which will be ca; 


have ha¢ a leading role in the cam- | 


Starting May 18, an intensive one- 
week schedule of newspaper and 
radio advertising will be launcheg 
in 50 cities from coast to coas? 
the theme, “Discover the 1942 W» 
worth’s.” 

All 11 districts of the company 
in the United States will take par; 


ried in 100 newspapers and yj 
daily radio spots on as many sta- 
tions. The ads will lead up to , 
three-day “May value festival and 
summer pre-view” scheduled ty 
begin May 21. The first day wil! 


Pe ace , P | be set aside as “homemaker’s day.” 
promising store participation in the | = ae 


campaign. Demand for promotional | 


the second as “fashion discovery 


|day” and the final day as “family 


cards, used in making change in 

was quickly exhausted, | 
}and 6,000,000 additional ordered. 
|Other promotional material in- 


| cluded window strips and counter 


| displays. 
Salesmen Distribute 


Dealers were stocked with stamps 
and books by jobbers’ salesmen, 
|'who handled “distribution” of the 
stamps like any other merchandis- 
ing item. Jobbers reported that the 
'goods sold so fast that instead of 
giving their salesmen supplies of 
| $50 worth of stamps, they increased 


| the amount to $100. The 3,500 job-| 


| bers’ salesmen, plus the 6,500 sales- 
{men of the manufacturers calling 
;on the trade, were shown how to 
instruct merchants and salespeople 
in locating counter cards at the' 
cash register and inserting quar-| 
ters in the coin cards as direct 
reminders to purchasers. The poten- 
tial volume of business was indi- 
cated by 15,000,000 daily traffic 
through drug stores all over the 
country, with an estimated average 
of 300 daily sales per store. 

The big merchandising idea was 


|developed in converting a 25-cent 


|shows and announcements, 


| rifle 


é, 


awe 


2 
** Wap R use ev yi NO 
VINGS stamp HERES 


stamp into the equivalent of a dozen 
bullets. Dramatization of the “Buy 
3ullets” idea was worked into radio 
with a 
Sonovox rendition of the message 
coming through the whine of aj} 
shot. The radio industry co- 
operated not only with 1,000 3-min- 
ute transcriptions and announce-| 


|ments, but with a half-hour “Buy 


| duction, 


Bullets” program on NBC April 30.) 
Red Skelton, Madeleine Carroll, 
Jean Hersholt and other stars par- 
ticipated. Harry Ackerman, of 
Young & Rubicam, handled the pro- 
which was under the di- 
rection of Carlo de Angelo, of Sher- 
man & Marquette. 

The radio committee is composed 
of Tom Revere, Ted Bates, Inc., 
chairman; Fred Weil, Young & 
Rubicam, and Hagen Bayles, Ruth- 
rauff & Ryan, while Martin Deane 
Wickett, Erwin, Wasey & Co., is in 
charge of the production and direc- 


tion of the radio announcement 
campaign. 
Besides aggressive business pa- 


per publicity, widespread newspa- 
per cooperation was reported by 
John W. McPherrin, chairman of 
the Drug Industry Council con- 
ducting the drive, and editor of 
American Druggist. 


Braun to “Medical Digest” 


George C. Braun has been ap- 
pointed Midwest representative, 
with offices in Chicago, for Current 
Medical Digest and the other publi- 
cations of Williams & Wilkins Com- 
pany, Baltimore. 


festival day.’”’ Under each of these 
headings, seasonable merchandise 
will be featured in the newspaper 
copy and daily radio programs, as 
well as through window and 
displays. 

Woolworth’s initial step into con- 
tinuous advertising consisting of a 
half-run in the BMT and IRT di- 
visions of New York subways, was 
launched March 7 = (ADVERTISING 
AGE, March 2). Lynn Baker Com- 
pany is the Woolworth agency 


store 


To “Liquor News” 


Norman W. Biggart, formerly ad- 
vertising manager of Tires Maga- 
zine, has been named advertising 
manager of Liquor News, national 
weekly mewspaper published by 
Liquor Publications, New York. 


There's no 
substitute 
for popular 
programs. 
That's why most 
people in the 
Intermountain 
Market are 

consistent 


KDYL 


listeners. 
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MIRACLE at the horse trough... 


“Lam a school teacher in a small town Junior High. 


“The way some children successfully resist education 
has led me in my darker moments to brood over the 


proverb, “You can lead a horse to water. . .” 


“Since LIFE came along, it has bothered me less and 
less... thanks to LIFE. There’s no stopping the most 
indifferent pupil when class is based on a LIFE article. 


“For example, Pve had great success with “Industrial 
Chemistry.’ ‘Science in the Future.’ and ‘A Camera Looks 
Inside an Egg.’"—to name but a few. 


“Book reviews, stories on government and art register 
lively and permanent interests as LIFE presents them. 
\nd this, I think, is rather surprising. For LIFE cer- 
tunly isn’t written for children. It makes things clear, 
but never talks down. 

“Since we entered the war I feel that LIFE has in- 
creased tremendously in importance. Today Americans 


of all ages must know what is going on. 


“Since I've used LIFE in class, the colts are not only 


easily led to water but all are drinking regularly.” 


+ * * 

LIFE’s widespread use by educators may reflect one 
basic reason for its great popularity. But conceivably 
there are 21,900,000 reasons and shades of reasons why 
21.900,000 people read and enjoy each issue of LIFE. 

These manifold reasons meet on the common ground 
that LIFE has discovered a pleasing and informative way 
of harnessing the beauty, eloquence, and lucidity of pie- 
tures to the fact-conveying power of words. 


Since all these pictures and words pertain to the life 


of the world today, LIFE has become the most important 
single source of current information—information which 
ranges from reports of epic significance to simple everye 


day things that round out each week's story. 


The result is an all-over picture of today which a vast 


number of people feel they must have. 


This in turn has resulted in an advertising medium 
which must today be ranked as the most important 
among national magazines in which to sell worldly goods 
during wartime. and to present unusual and new busis 


ness micssages born of the war, 


AMERICA’S MOST POTENT EDITORIAL FORCE 
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papers on Saturday in many cases 
Morris Mudge, of the Mutual net- 


——; 


MBS Shifts Mudge Dailies Given the practice of delivering Sunday WILLIAMS TEAMS UP WITH STAMP DRIVE 


would be banned, since the “one de- 


work’s Eastern sales staff, has been Brief Reprieve livery a day” rule would allow only 


named to pinch hit temporarily in 


manager, who is now recovering Washington, D. C May 12.— The postponement was regarded 


the New York sales office. ; concession of time has been allowed 
ment order which would have had ne 3 8 


instead of compromising terms of 


the effect of preventing the delivery 
Cereal Changes ‘Name 8 Precis of nena ee a single the order itself. Publishers are ex- we cive one 25° stamp ror 
Canadian Shredded Wheat Com- cdition each day won a brief re- pectes $0 CHERES Se wane sor mae 25 LABELS YOU SAVE! 
pany, Niagara Falls, has changed , . ifications, but if ODT stands firm it _— — 


prieve today. 


> ni > “ubs. a breakfast cere: : . ‘ is ssible thé yspaper i rests 
the name of Cubs, a breakfast cereal After listening to a mounting vol- is possible that newspaper interests 


which was introduced two years TPB we .,- . Will contest the validity of the order 

ago, to Shreddies. Cockfield, Brown weeny 4 of protests from publishers = on grounds that it infringes the 

& Co. will continue handling the Major cities, the Office of Defense | ¢eedom of the press guaranteed by 

account. Transportation postponed from May as conatiiutlen 

15 to June 1 the effective date of ; awe =: 

the controversial regulation No. 6. " 

Laundries, dairies and similar serv- Parks Turns Publisher 

ice establishments are also affected Mal Parks has resigned as man- 

by the postponement. ,aging editor of American Druggist, 
The delay was granted, ODT ex- to publish Soda Fountain Manage- 

plained, to permit those affected to: ment, and other projected publica- 

have additional time to revise de- tions in the drug store field, at 

iivery schedules and make arrange- White Plains, N. Y. 

ments for maximum conservation ‘ 1 ALL THE WAR STAMPS AND WAR GONOS YOU CAN... 

of tires, gasoline and trucks. The Cook to Pillsbury male: 


announcement gave no hint that the! Maurice E. Cook has been named __ This half-page insertion in newspapers | 


+ SO AST) a TOU DO 


deeriet ge 


COLLECT LABELS FAST 
/BUY GROCERIES 
WHERE / SEE THIS SIEM 


—_~ 


Newspaper officials who have con- — ee of gas oye A oe 
ferred with ODT in the past fort- ene? eres, SR. © sormerty WIBA to Wilson 


“Gosh, I hope she listens to the news | ~ ete ~ |served as advertising manager of 

on WEDF Flint, Michigan, after this ®'8ht insist that at least some modi- Central Soya Company, McMillen| Station WIBA, Madison, Wis., has 
attack!” fication is absolutely essential. As| Feed Mills and Central Sugar Com-| appointed Howard H. Wilson Com- 
‘he rules now stand, for example, pany, Fort Wayne, Ind pany its national representative. 


Advertisers find this reference pays 
YEVOF 
PAINT | 


u People Who Know 
13 Use Devoe’ | 
Consult 


Classified Phone Book 
For Your Nearest I 


wad 


“North America Agents are listed in Classified “Consult your Telephone Directory for the near- “Your nearest ‘blue coal’ dealer is listed in the 
Telephone Directories under name and ‘Eagle’ est Timken dealer.” ‘Where to Buy It’ section of your Classified Tele- 
emblem of Insurance Co. of North America.” phone Book.” 


Many concerns, in their advertising, refer in this manner to their 


retail outlets in the Classified Section of Telephone Directories. That TASSIFIED TELEPHONE DIRECTORY = 
makes it easy for prospects, when they're most interested, to know : | Dealers-Retail-(Cont’d) nes 
' ain 

where to buy the product or service. a avin-c6s6 | DEVOE & RAYWOLDS PAINTS & VARNISHES———— mes 
If your trade mark is displayed in the Classified, together with a reek me 38 spamous 2.coat_syatem, fof NEVE a 

list of your dealers, this tie-up makes advertising pay high dividends, uals S32 See tine eae Paint Dh 

because it lays out a direct path to dealers’ doors. aap = , oe 
Put this tested plan to work. Your outlets will appreciate mone “WHERE TO BUY I me | 

the business it brings. For details call your Telephone Com- wn or ws 7253 sevtosa sacteon “a 

pany and ask for the Directory Advertising Representative. ice peeurent Ee ee eet - 


+ Bey Mayol Searlet feeds where yeu soe the Beye! 


+ bere the emer ow ger 78 ~ 
+ Send the 25 labels with your name and address ond thet WITH THE KIDS SAVING 4 7) ~ © 
cosine. seaman LABELS, THEY WANT TO 60 jose f 


hie fake - rh = Saturday’s papers to be delivered 

the MBS Chicago office during the shpat 

absence of Ade Hult, Western sales on Delivery Order on Saturday. 

from a serious illness. During this Newspaper sebdidiens pry siti in some quarters as bad news to . eeRW al A SCARIET Gs 
period there will be no changes in hit by the recent delivery curtail- publishers, on the theory that a 


MOTHERS! CHILDREN / (3 
GET BEW/ND UNCLE SA 


EVERY eS 


- Il OE STORE. Thar saves 
oN MY GASOLINE AND TIRES 


AND USE THIS PLAN TO FILL YOUR STAMP BOOK EVEN fasren 


ast week opened a special label-stamp 


original order would be modified. advertising manager of the feed promotion by R. C. Williams & Co. Twenty dailies will be used through May. 


Royal Scarlet Ties 
in With Special 


War Stamp Drive 


New York, May 13. — “Exchange 
0 Royal Scarlet food labels for 

War Savings Stamps” is the theme 
of a newspaper campaign launched 
this week by R. C. Williams & Co 
on behalf of its line of food products 
and chain stores. The new promo- 
tion was introduced with half-page 
insertions. Smaller ads will con- 
tinue weekly throughout May. 

Copy is headed, “New Way to Get 
Extra War Savings Stamps — Save 
Royal Scarlet Labels,” and _ offers 
“one 25c stamp for every 25 labels 
you save.” Limiting the offer to 
consumer-size containers bought 
from local dealers, the company 
states that it is “part of Royal 
Scarlet’s contribution to help win 
the war. . . With enough families 
behind this drive, it means Royal 
Scarlet will pay thousands of dol- 
lars to Uncle Sam.” 

Four ads are scheduled in a list 
of 20 newspapers covering, in addi- 
tion to New York, Albany, Allen- 
town, Bridgeport, Hartford, Pitts- 
field, Schenectady, Troy, Utica and 
nine cities in Westchester County 
Alley & Richards Company is the 
agency. 


Consumer Contest Begins 


A consumer contest featuring 
prizes of from $25 to $5,000 for 
statements on “Why I Like Hudson 
Ultra Soft Tissue” is being staged 
by Hudson Pulp and Paper Cor- 
poration, New York, through Lamt 
Advertising Agency, Philade!phia 
Newspapers in Philadelphia, Balti- 
more and Washington will be used 


“Click” Adds Von Ritter 


Fred A. Von Ritter has joined tne 
Eastern advertising staff of Click 
New York. He was formerly on the 
staff of Newspaper Groups, Inc, 
New York. 
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Steady Progress 
Cited at MBS and 


Blue Network Meets 


Weber Tells Affiliates 
NAB Still Not "True 
Trade Association" 


| 
president in charge of station rela- 


tions; Philips Carlin, vice-president 
in charge of programs; F. M. Thro- 
wer, general sales manager; L. P. 
Yandell, vice-president and treas- 
urer; and E. P. H. James, sales pro- 
motion manager, all stressed the 
upturn in business which the Blue 
has experienced, reported that 12 
new accounts have been started, and 
that business is up substantially for 
the three months of independent 
operation over the corresponding 
period of last year. 


The program department has put) a — — 
Cole to Douglas Aircraft 


on 23 half-hour and 17 quarter-hour 


;accomplish some 


of the two per cent discount clause 
incorporated in the rate card which 
the network released in New York 
this week. 

The stations’ advisory committee 
of the Blue reported on various ne- 
gotiations of problems with the net- 
work, declaring that the committee 
had developed into a working or- 
ganization which really managed to 
good, and recom- 
mending that meetings with stations 
be held at least every six months 
instead of only once each year. 


Kulberg Transferred 


Carl Kulberg, Woman's Home 
Companion representative in De- 


troit, has been transferred to Crow- 
ell-Collier’s San Francisco office. 
He is succeeded in Detroit by Hoyt 
(Red) Metzger. 


Bonbright to GM 


John Bonbright, copywriter at 
Campbell-Ewald Company, Detroit, 
has joined the Fisher Body Division 
of General Motors, where he will 
work on war equipment manuals. 


Join “Collier's” Staff 

Vernon Quigly, for many years 
Western manager of Physical Cul- 
ture, and M. D. Tunnicliff, formerly 
with Household Magazine, have 
joined the New York advertising 
staff of Collier's. 


Boone Leaves ° ‘Telegraph” 

Buford Boone, managing editor 
of the Telegraph, Macon, Ga., has 
resigned to enter government serv- 
ice. He is succeeded by Clair John- 
son, former managing editor of the 
Macon News. 


Neiplin to Grant 

Cleveland, May 13. — Mutual pry Arse povene: _ + heer Hallett E. Cole of F. E: M. Cole Clopay Names Agency LH. N Neiplin, formerly with the 
Broadcasting System and the Blue Se ee ow wae See | & Son, Chicago, has returned to Clopay Corporation, Cincinnati Charles E. Yost agency of Pitts- 
Network held formal meetings with the station representatives were! aAjtadena and taken a position manufacturer of window shades, burgh, has joined J. Grant Com- 
affiliated stations here this week in told. They were also given a de- | with Douglas Aircraft Company,;has appointed Stockton, West, pany, advertising agency, in an ex- 
connection with the annual meeting | tailed explanation of the inclusion) Long Beach, Cal. | Burkhart as its advertising agency. ecutive capacity. 
ef the National Association of 
Broadcasters, each presenting a 
story of substantial progress and 

asking the continued confidence and 

support of member stations. 

The MBS meeting Monday night 


listened to a complete discussion of 


network problems by Fred Weber, | 


who went into ex- 
naustive analysis of network op- 
erating problems, and told the 70- 
odd stations represented that all of 
these problems are being ironed out 
and the network is getting set to do 
an outstanding job in programming 
and in sales. 

He reminded his audience that 
the stations of John Shepard III in 
New England would join the MBS 
net June 15, and would thus 
strengthen the organization, and de- 
clared that 1942 is the decisive year 
for Mutual. If it can build soundly 
during this year, it will be well 
established and in excellent posi- 
tion, he reported. 

Stations making up the network 
held a meeting of their own on 
Monday, particularly to discuss 
labor problems and other internal 
situations. 


NAB “Not Representative” 


the NAB, from 
which Mutual as a network with- 
drew last year, although NAB fig- 
ures still show 58 per cent of MBS- 
affliated stations as members, Mr. 
Weber declared that “when the 
NAB becomes a true trade associa- 
tion, not dominated by the net- 
works,” it will become truly repre- 
sentative of the industry; until such 
time it cannot be considered in this 
light. 

At the Blue Network meeting, 
also held on Sunday, with about 
100 present, President Mark Woods 
revealed that thus far 16 bona fide 
iffers to purchase the network have 
been received, but that the field of 
possible buyers has now been nar- 
rowed to two or three, and that no 
immediate sale is anticipated — 
probably not before the end of the 
year at the very earliest. 

In the event of such sale, Mr. 
Woods insisted that a prime con- 
sideration will be the welfare of the 
affiliated stations, and implied that 
plans might be worked out to per- 
mit such affiliates as are interested 
‘0 participate in the purchase 
through the buying of stock. 

Mr. Woods, Edgar Kobak, 
president; Keith Kiggins, 


general manager, 


In referring to 


vice- 
vice- 


95.7% 


RADIO OWNERSHIP IN 
aneca's No. 1 MARKET 


onally high radio ownership 


ed with the nation’s highest 
‘pita spendable income make 
a sure bet for RESULTS! 

* Radio Daily 


April 2, 1942 


“Cover-to-cover, the facts indicate 


that it is one of the most USEFUL 


magazines in America today. 


Wherever you find it, you find a 


business man... well informed.” 


‘ iis 
fF a = 
LL é . 
= om 
a gue 
ee Pa 
. 
my ‘ 34 aw * 
—" 
oe 
ME AA 
2 
on: eee 
ee fa) a ee ae gc gale \g a) a. 
ae a ee ane, ‘ee Oe > je” 
— . — aa i ier 3 + ee _ oe: 
S—" ii a :  . rl 
a fe 
= % a \ a L 
yaar , om \ 
i Ns 5 AZo 5 a, (p> . at ae 
2? a> : She’ a an ee a oe Li / . Z ae 
\ eae +.) ..3 re é i 
Xx : : “4 | i. eos Qos 4 oie “a S a r c 
: é : Moe a j Mee ie 
‘or 4 3 x . ~ ~ % . . & ms ay ¢ 7" =. 3 = & 
ed et ° : Re 4 " . tis = 
: = REDOX om 
Wwe a on w y 
n- % an Ny A NG }. af ee Q is, ay 
ie Le i “a J ne . Zs . ; 
“sh awe x bs . - —— 
ret € ee Nels ao 2 Z _ eo 
sé Le rT < 7 NS ‘ ; a \ on fi s . F \ a 4 4 ‘ 
— Fr ARRAS SS Fe pe, eg \ : 
= at Ss WN A ee Hy oe. ae 
els er" “_ Say Zs ae wig Cama j é ~ Bx 23 
ar AN => y ow ees i a oi J. Sree 
to ee Tite st % i oe a> , ‘eB ieee 
ay , “— fo ya } Me ak Se 
iht en . a tig h me 3 
yal . o/s a bee o| 4 Bh a 
win AS er ; ; mee 
Lies a »y oe es . ae 
} b ieee 3 = : ; a 
yal . Me M ad ‘ ; : es a 
dol- he we . a ' Ay ay : 
on x < , a, \ . eS 
ddi- sy RA as } ; Rei c 
ial ; . 4% 
: \ ‘ ‘ aye y ~] - = 
len- a > ' - os 7 
PS a eS ; . = all 
and oN 4 : “a qu, baa ' 
ad oy y fe) a es. r 
the ¥ “ ; 7 . os t ar oy a ae 
© ~ | iA le 
a y Wes q eT iia 
=v : ; ek ‘ , 
ns c ~_ CAP ) fj Z ee 
iring ——, | - at ‘ 18 me 
: 3 Po A 
dson ; Ry, ti ET aes 
iged . : |— ae 
Cor- \y Le rs . Z 
\ 4 és = 
amt ey » # *. : 
pnila ey ~ Ea es 
.. ia 
T " a 
i the wesw / : i 3 
Click rte _— * ’ 
n the . 
int. —— 
ae: 
oe Wi a =e 
s' a‘ a 
‘. as Be e 
Say ‘ts | - 
4, = : = 
“ Sy 
, | 7 a 
*PECT ROUTE TO AMERICA'S No. 1 MARKET J 
‘ s Broadcasting Service <— 
Corporation =F oe, 
of NBC Red Network ond i . 
ad he Yonkee ork € - 
Gy <tte ctivess WEED & COMPANY ¥ 
rong tk, Chicago, Detroit, Son Francisco y 
” - 
a4 
ie 
. ae he 4 K \ 4 ~ beret d . —% . eet A re : —: SP i aie eM ; ate, ' * lal : a ‘ 3 . a seg res 7 rs 
cok eS ‘1s i" ee ee. ee "i ee es ef oe Ot Wega cee » Pb) Ot RSs ee ee ae eh a ke aaa tt 


12 


ADVERTISING AGE 


May 18, 1942 


THE NATIONAL NEWSPAPER OF ADVERTISING 
Trade Mark Registered in U. S. Patent Office 
Entire Contents Copyright, 1942, by Advertising Publications, Inc. 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago. . 
New York Office, 330 W. 42nd St...... rere Tel. BRyant 9-6432 
Washington Editorial Office, 1226 National Press Bldg.............Tel. REpublic 7659 

G. D. CRAIN, JR., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. 


oc ceeee Tel. Del. 1337 


Editorial “Department 


S. R. BERNSTEIN, Editor; HAL BURNETT, Managing Editor; MURRAY E. CRAIN, | 
A. P. MILLS, FRANK HICKS, JOHN B. MILLER, RALPH O. McGRAW, E. C. HALL, | 


RAYMOND H. STOKES and JOHN CRICHTON, Associate Editors 


Correspondents in All Principal Cities 


Advertising Department 
Charles B. Groomes, Advertising Director 
NEW YORK: E. F. Thayer, Eastern Advertising Manager; Philip W. Murphy, Carl 
Doty, Eric Tomsett. CHICAGO: O. L. Bruns, Western Advertising Manager; J. F. 
Johnson. SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Man- 
ager. LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


Vol. 13, No. 20 May 18, 1942 10 Cents a Copy, $2 a Year 


E. KEBBY, Secretary 


| MAY THIS, TOO, HAPPEN OVER HERE? | 


— 


Information 


= 


= 
— 
+ 


ya 


—————_ ae Se 


| AS 


~ 


i for 
Advertisers 


The following documents m: » be 
|/secured without charge from 


© 


ot. ome 


~ 


om yee 
a) 


"Share your Daily Sketch.” 


m- 
| panies sponsoring them, or th) vugh 
| ADVERTISING AGE, by any na’ ona! 
advertiser or advertising a enc, 
|executive writing on his bu nes 
letterhead. 

Wy Y No. 1984. Bronze Awards. 
7 y United States Bronze Sign ~om. 
\ \ y pany has issued this bro: hure. 
aA | iM, | \) = which illustrates many typ:s of 
b i. trophies, honor rolls, testim: niajs 
a eens and other plaques. In case of goy. 
; ernment restriction on the ce of 
PAPERS, SUPPLIES OF THE" DAILY SKETCH" WILL BE CURTAILED FROM MONDAY NEXT. | bronze for this purpose, the bro. 
— chure states, the company is pre- 
London Daily Sketch pared to offer its latest develo; men; 
—an alloy which closely resembles 


cast bronze. 


Pocket Facts 

The “clothes conservation serv- 
ice” which Henry J. Kaufman Ad- 
vertising has worked up for Lebow 
Brothers, Baltimore clothing manu- 


Ad-libbing 


No. 1985. Chicago As a Radio Buy, 


Issued by Radio Station \WJJD. 
this brochure contains a complete 
analysis of the station’s market coy- 
erage, mail response, program sery- 
ices and time cost. A number of 
success stories of WJJD advertisers 
are told. 


and equitable distribution of the 
positions available. And advertis- 
ers are earnestly invited to assist 
by stating their minimum require- 
ments at the time of application. If 


The Public Wants Advertising 


The Association of National Ad- | 


vertisers reported at its spring 
meeting that a survey made 
month confirmed the fact that the 
public definitely wants to see ad- 
vertising continued—provided it of- 
fers a worthwhile service of in- 
formation and does not “drag war 
in by the heels.” 


last | 


helping Uncle Sam to sell bonds, to | suit. 


This reassuring report of the re-| 


actions of consumers was confirmed 
recently by A. C. Nielsen, nationally 
known marketing authority, who 
told the Midwest Sales and Adver- 
tising Conference that advertising 
in wartime makes a definite and 
valuable contribution to public 
morale, by presenting a_ positive 
and cheerful message in a time of 
general confusion and uncertainty. 

Thus the blueprint for advertis- 
ing which has an important func- 
tion in contributing to the war ef- 
fort seems to have been supplied, 
and it is now up to advertisers and 
agencies to make sure that every 
piece of copy, every poster and 
every radio message plays its part 
in disseminating useful information 
which will be helpful to the nation 
on the industrial, agricultural or 
civilian front. 

That advertising will continue to 
carry a large share of the na- 
tional burden in the distribution of 
information of positive value is evi- 


facturer, is unusual, and so is the 
means by which it is being pre- 


. |sented to the trade. The agency has 
dent from the increased assignment | produced a little booklet called 


which advertisers are accepting | “Ten Ways to Make Your Suit Last 
from the government in promoting | Longer,” and hereafter a copy of it 
specific objectives. Advertisers are| will go along with every Lebow 
What makes it unusual is that 
salvage critical materials, to con-| the booklet is die-cut into the shape 
serve products which are in reduced |°f a neatly folded breast pocket 
supply and to aid civilian defense. |@ndkerchief, and clothing buyers 


apes lings ale , /will find it tucked into the breast 
These are all tasks which might | rocket, whore Mh cant be else: 


have been assumed directly by gov- | Likewise, the four-page folder an- 
ernmental departments and agen-|nouncing the service to the trade 
cies, as some of them are actually|has a practically lifesize reproduc- 
doing, but they are now being| tion of the upper left-hand side of 
gladly accepted by advertisers, in-|a man’s coat, with a die cut at the 
dividually and collectively, as their| top of the breast pocket, and the 
contribution to victory. |folder itself neatly tucked into the 
We are seeing industries like the | right spot. 


dr rade, which this month is | 
pris Maron employing m cievar™ Job Well Done 
z Se rate at The advertisement which we re- 
merchandising and _ advertising produce here was run the middle of 
methods to sell war stamps, dem- | Apri] in the English trade press by 
onstrate the important role which|the Radio Times, official organ of 
can be assigned to advertising in|the British 
doing the things necessary to ac-| tion, which you may remember was 
celerate the war program. Conse- | 
quently we have the feeling that |ican trade press for several years 
some of the negative attitudes and | before war conditions forced its 
reactions toward advertising which | Withdrawal. F 

: re : We think the advertisement is 
have been characteristic of certain 


: Z : | worth noting because, beneath its 
groups in Washington will shortly | go9d humored approach, it pre- 


be replaced with the enthusiastic | 
comment, “Thank heaven that our} 
advertising facilities are available, | 
unimpaired, for the great task of 
public information which must now 


Advertising in the Looking Glass 


be executed!” 


Broadcasting Corpora- | 


a consistent advertiser in the Amer- | 


your message can be attractively 
displayed in less space, please re- 
member that in doing so you are 
‘helping someone else to get an 
earlier showing.” 


Trade Relations 

Munsingwear, Inc., has a manu- 
facturer-retailer education program 
|which is proving extremely popular 
,and effective in cementing cordial 
‘relations with retail outlets, and in 
|educating retailers to the care that 
| goes into the Munsingwear line. 
| Under the direction of C. C. Hum- 
phrey, sales manager, owners, mer- 
chandise managers and buyers of 
‘department stores throughout the 
| country are invited to visit the com- 
|pany’s mills. Here they are taken 
‘on personally conducted tours of 
‘the designing department and the 
|mill so that they may see Munsing- 
| wear merchandise in the making. 
'The tour is followed by conferences 
|in the advertising and fashion pro- 
| motion departments, at which time 
the Munsingwear promotion pro- 
gram is carefully reviewed. Then 
various executives of the company 
are interviewed. Finally, the line is 
'modeled for the buyers, and both 
designing and sales departments re- 
/ceive constructive help and infor- 
/mation which is of real value to 
| them. The dealers learn more about 
‘the Munsingwear line, and Mun- 
singwear learns more about what 
,dealers want, so both benefit. 


| Jottings 


Latest promotional venture to 


|stick its nose above the horizon is 


|the Man or Mouse Club, which John 


No. 1966. As Certain as Sunday. 


The firmly-rooted habit of Sun- 
day comic section reading among 
adults as well as children, and the 
certainty of assimilation of an 
advertising message in this medium 
are brought out in this folder issued 
by Metropolitan Sunday News- 
papers, Inc. The facilities of the 
|Metropolitan Group are outlined, 
with figures on coverage and comic 
section readership. 


No. 1909. Toledo Market Data 


| The Toledo Blade has issued this 
| file folder of sturdy board, designed 
|to hold a continuing record of mar- 
ket data which will be issued from 
time to time. The current release 
is a large, easy-to-read map of met- 
ropolitan Toledo and _ its retail 
trading area, with market facts 
tabulated in each county, and a 
summary of the data and explana- 
tory notes. 


No. 1916. Hit Home _ with 


Home Dailies of Oklahoma. 

This survey, issued by Southwest 
Dailies, contains a wealth of infor- 
mation on the market covered by 
the 23 daily newspapers of the 
|Southwest Dailies group. A con- 
venient summary tabulates figures 
(on population, number of stores, 
amount of sales, value of farm 
crops, and other points, while the 
following pages contain a detailed 
analysis of the data, including cir- 
culation of SWD papers. 


the 


| No. 1956. 
Data. 


Radio Station WSGN has 


Circulation and Marke! 


issued 


. + . | 
Media Analysis by Advertisers | os: egy” 
' . © SEF, PR ye. enom OUR 
Not long ago a group of impor-, The reaction to this frank pres- yp an? ge'® YERTISING 
tant advertisers was assembled for | entation, necessarily emphasizing a <0 yo” yorr? . _FOR ITS 
one of those popular panel sessions|rather negative viewpoint, was not ov es9® gro TIMES NG 
at a convention of media. They| what had been hoped for, but it was oyst pr yt yons vast! - 
were asked to be frank—‘“brutally |almost exactly what might have “ yot as xo" WAS on 
frank” was the phrase—in telling} been expected. The media men Ego ncttcatly 
representatives of this particular | present showed keen resentment of C g* * — DEMAND 
medium the reasons why it is not|the criticisms, and replied by con- “ae 
being used on a basis comparable|demning the advertisers for igno- 
with certain other media which for|rance of the opportunities offered | 
many years have represented the|by the medium, and for failure to 
standard method of promotion in| show sufficient interest in it to make 
this particular field. | their own investigations of its pos- — 
The advertisers, like most people | sibilities. 
who are asked to offer unvarnished| The one exception to the general 7 
criticism, went at their task almost | barrage of condemnation which |S¢®ts some interesting food for 
too enthusiastically, giving detailed | greeted the advertisers’ comments thought. Already, a considerable 


and explicit reasons for their lack 
of interest in employing this me- 
dium on a large scale. Some of 
their comments carried implied 
criticism of the representatives of 
the media, on the ground that they 
had not studied the problems of the 
advertisers in sufficient detail to 
have any very constructive service 


was that of a media executive who 
reported that he had _ actually 


these advertisers in his own mar- 
ket, as a result of which he had 
greatly increased the 
their business which he was carry- 


vehicle for the distribution of the| the viewpoint of the advertiser. 
advertisers’ sales messages. | Write your own moral. 


studied, at considerable expense of 
time and money, the problems of 
volume of 


ing. He admitted that to sell the 
to offer, other than as a conventional | medium, he had to approach it from 


amount of American advertising is 
in the same class as the “Blotto” 
copy mentioned here, although 
American directors are probably 
not yet complimenting each other 
on having halved the demand for 
their products. 

But listen to this text under the 
cartoon: 

“The supply of advertising space 
in the Radio Times is necessarily 
limited, and there are many appli- 
/cants. Every effort is made, with- 
jout fear or favor, to ensure a fair 


L. Chaney of Springfield, O. has| this market study of northern Ala- 
| organized to simplify the solution| >@ma and the city of Birmingham 


a: ; : A county breakdown of market 
(of trifling blems. The k is a egy! : : 
ped regen ML serene ree pt Ag statistics is provided, with maps 0! 


“man or mouse decider,” which the 
'member flips to decide how to act in| COVETa8e areas. 
rag a without wasting No. 1970. Life Sells—Why? How’ 
The Precision Paper Tube Com- In this new manual, which * 
pany of Chicago believes that paper | @esigned especially for advertisers 
towels should not only act as drying Salesmen, Life shows its estimated 
agents but as propaganda spreaders, audiences in trading areas whic! 
so the company has introduced have central cities of 25,000 or more 
“Talking Towels,” with patriotic Population. The pages also show 
and morale - building messages|DUMerous examples of ret ilers 
printed on them... . tie-ins with Life ads at point o/ sale 


| In one of those teaser car cards, 
prepared by the Joseph Katz Com- 
pany, Baltimore agency, for C. D. 
Kenny Company, letters were left 
out of the quotation, “To be or not 
|to be, that is the question,” and 
riders were asked to identify the 
source of the speech. Some 10 per 


No. 1954. A Flock of Survey 
“Good gunning” for hunters 
sales is reported in this folder, 
which Radio Station WEEI, Posto" 
provides surveys of listen rs”! 
within gunshot, fifty mile: ou 
early morning, ’way out ano “® 


cent, the agency advises, pinned over.” 
Hamlet's priceless wavering on Jack —_ 
Benny. . . No. 1930. Troy —a Major Ne 


York Market. 

Market statistics for Troy, 'V. * 
are covered in detail in this foldet 
issued by the Record Newsppe!- 
There is a map of the city zone an¢ 
another of the retail trade zone, 4™° 
data for both areas are arranged ™ 
.| tabulations. 


We're still getting over our ill- 
uminating experience when we 
bought a morning newspaper an- 
nouncing the fall of Bataan. “This 
| is bad,” we said to the news- 
|stand operator as we looked at the 
|headlines. “Yuh,” said the newsie, 
“who owned it, the British?” . 
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RNA to Disband; 
NAI Votes Paid 
Siaff, New Budget 


Expanding Organization 
Sets Goal at $50,000; 
Amount Half Raised 


Cleveland, May 13.— One organ- 
ization of radio broadcasters gave 
up ‘ne ghost here this week as In- 
dependent Radio Network Affiliates 
held a perfunctory meeting and 
yoted to dissolve, while another one 
marched toward new heights as Net- 
work Affiliates, Inc., held two or- 
ganizational meetings and decided 
to build up a permanent paid staff 
and to shoot for an annual budget 
of $50,000. 

The IRNA resolution, adopted by 
a handful of members who acted 
almost without discussion, said: 

“IRNA believes it has served the 
purpose for which it was created. 
The impact of war calls increasingly 
for unity among us. The time has 
come for fractional organizations in 
the broadcasting industry to termi- 
nate for the sake of unity and to 
strengthen the one organization, the 
National Association of Broadcast- 
ers, which should act for all broad- 
casters. IRNA has therefore voted 
to dissolve.” 

Network Affiliates, Inc., of which 
Eugene C. Pulliam, WIRE, Indian- 
apolis, is president, held closed ses- 
sions Monday and Tuesday, and de- 
cided to set itself up as a permanent 
organization with a paid executive 
staff, probably with offices in Wash- 
ington. 


Eighty Stations Enlist 


Almost 80 stations agreed to the 
set-up and paid their dues at the 
meeting. The organization § an- 
nounced that it is seeking a budget 
of $50,000 per year, and that almost 
half that amount was in sight after 
the first meeting. 

The organization, composed of in- 
dependently owned stations which 
have network affiliations, is a “me- 
dium station” organization, not ac- 
cepting membership from clear 
channel stations nor from stations 
with less than 1,000 watts power. 
The primary purposes of its or- 
ganization are to oppose the spread 
of a super power concept and the 
further elimination of regional sta- 
tions, and to aid in solving labor 
difficulties which frequently afflict 
independent stations in connection 
with their network affiliations. 

At the annual business meeting 
of NAB Wednesday, Mr. Pulliam 


NEW HAVEN 
is TAAL! 


Yale College Commencement ix- 
ercises in 1789, President Stiles wore 
the first silk Clergyman’s gown to be 
ma in America.. The silk worms 
for ‘he fabric were grown on Mul- 
ber: trees planted in New Haven. 
The Conn. Silk Society founded by 
Iderkin, in one year, produced 
10,000 Ibs. of raw silk from Cornec- 
“cut grown silk worms. The state 
pas a bounty for trees grown and 
11xe — price of raw silk at 50c 


Che New Haven Register 


_ 


delivered an enthusiastic endorse- 
ment of the National Association of 


| Broadcasters, asserting that while| 


| some broadcasters seemed to think 
'that organization of Network Af- 
|filiates, Inc., was an anti- NAB 
|move, the fact is that NAI is not 
anti-NAB, and of its 94 current 
members, all but five are also mem- 
bers of NAB. 

In addition to Mr. Pulliam as 
president, officers of Network Af- 
filiates, Inc., include Hulburt Taft, 
WKRC, Cincinnati, vice-president, 
and William J. Scripps, WWJ, De- 
troit, secretary-treasurer. 


Lane Bryant to Brown 


Lane Bryant, women’s apparel, 


ADVERTISING AGE 


‘Sweeney to Blue Net 


Kevin B. Sweeney has _ been 
named as sales promotion manager 
for the Western division of the Blue 
Network, succeeding David Lasley 
who resigned to join the army. Mr. 
Sweeney was formerly with Station 
KNX, Hollywood, a CBS affiliate. 


Niles to War Dept. 


| Paul D. Niles, formerly with 
Braniff Airways, Oklahoma City, 
has been assigned a civilian mis- 
|}sion for the War Department in a 
|foreign country. 


| Moves to New Offices 


Von Senden Advertising Agency, 
Pittsburgh, soon will formally open| tion manager, has been advanced to | 


Bigelow Sells Rug Cleaner 


Bigelow-Sanford Carpet Com- 
pany has become national sales 
agent for Powder-ene, absorbent! 


rug cleaning powder developed by| 
Bigelow and now made by Von| 
Schrader Mfg. Company, Racine, 
Wis. “Conservation” will be the} 
theme of consumer and dealer ad- 
vertising in May and June. 


Drotman Appointed 


| G. Drotman has been named 
|circulation manager of Fuel Oil & 
|Oil Heat, a new publication result- 
jing from the merger of Air Condi- 
| Gontng & Oil Heat and Fuel Oil 
Journal. Robert M. Gray, recently 


Named for Dawes Ale 


named vice - president and circula- 


Stevenson & Scott, Ltd., Montreal, 
will direct advertising for Dawes 
Black Horse Ale. New copy has 
been released for daily and weekly 
newspapers, magazines and car 
cards. 


Vars Adds Barbier 

A. R. Barbier, formerly in charge 
of Ford Motor Company advertis- 
ing, has been named an account 
executive with Addison Vars, Inc., 
Buffalo agency. 


Lochner to “Citizen” 
John C. Lochner, former pub- 


lisher of the Clermont Press, has 
succeeded Joseph Sapp as business 


has named E. H. Brown Advertis- 


its new offices at 321 Boulevard of|business manager of the publica-| manager of the Lake County Citi- 
ing Agency, Chicago. 


| the Allies. tion. zen, Tavares, Fla. 


During the latter part of the 250 years between the hand-operated 
looms of the 17th Century and the modern weaving equipment used today, 
America took the lead in developing methods of making things better, 
faster and cheaper. One such development ove of tremendous importance 


was Consolidated's intro 
duction of finely coated papers in a new low price range. 


CONSOLIDATED (¢7// PAPERS 
AT UNCOATED PAPER PRICES 


Advertisers no longer need restrict their runs 
of catalogs or booklets, or be content with inferior 
printing results because of paper costs. Consoli- 
dated Coated . . . in the price range of uncoated 
stocks . . . has eliminated the last barrier to the 
use of fine enameled paper. 


to every printer, publisher and advertiser . . . 


and her ability to make almost everything better, 
quicker and cheaper. 


This ability has made America the Arsenal 
of Democracy .. . and will prove to be the 
deciding factor in the present world struggle. 


There is a grade of 
Consolidated Coated 


Paper just right for near- 


Printers and publishers can now produce 


quality printing on coated paper which costs no 


| 
cAMOUS. BRANDS 
PRODUGHON GLOgs 

Coated 


DERN GLOS@ 
wo Coated ss 


PRODUCTION 
Coala@d EPs 
\MKELAND 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES SALES OFFICES 
WISCONSIN RAPIDS, WISCONSIN 135 SO. LA SALLE ST., CHICAGO 


more ... and in some cases actually less . . . than ly every job. Ask your 


they formerly paid for uncoated stocks. printer 


or paper mer- 


+ See 


chant, or write us for 

id ’ , , hi . samples which prove 
Consolidated’s pioneering achievement in pro- ; <agee 

that finer printing on 

stock 


add anything extra to 


ducing fine enamels at a price which makes ost oe 


possible their almost universal use, is an excellent 


example of America’s talent for mass production paper costs, 
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. 
Gerth-Knollin Adve rtisin g Commercial Display | Commercial! Display 
Agency, San Francisco and Los An- Shaner as Its Inc — oe and : ern f Inc —— tee and : Stoners 
sivestock A ertis . zivestock Advertisi 
geles, has become two separate aa, 1941 1942-1941 RE ee iggeensca: OO ‘a8. 48 
ee oe oe as i N Pp id t Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lir 
win P. Gerth and James C. Knol- ew resiaen oe sie Sen eee Bulletin + ¥ Tet ss yen mere 
a : " na . American *0 ry tah armer ; 5 .405 a 3,50 9,595 
lin, will continue operation of their Absecon, N. J., May 12.—Members Journal Western Farm Life 19.9 15.588 21.7 16.989 10.514 13% 
separate organizations, Knollin Ad- € tie Associated Susinass Potare Eastern Edition 17.8 7.646 14.8 6,336 4,095 001 — — 
vertising Agency and Gerth-Pacific | ° e Associate usiness Papers) Central Edition 11 4,938 9.9 4,259 169 2,538 | Total Group .. 145.6 119,181 167.0 136,797 103,224 12¢ 
SPHIE Pp ¢ aes P ai > i Western Edition 8.5 3,757 8 2,898 2,970 2,136 Bi-Weeklies—April 
Advertising Agency, at the same concluded their §In all Editions 8.1 3.487 6.5 2,807 2,824 2,090 |)1American Agriculturist 20.1 14,657 24.1 17,547 12,432 15 
addresses: 68 Post street, San Fran- annual Spring ¢etter Fruit s.8 3.682 10.0 4,217 3.682 4,217] Arizona Farmer 18.8 14,205 20.5 15,498 14,171 15 
cisco, and 1709 West Eighth street, meetin g here tn — ; ; + +3 7 “a 056 ‘ad ae a aal en Cultivator + 0 sgh . : + poe aoare + 
: . ‘ vs J 7 alifornia itrograph 6.0 0,75 ) i2 .75 42 Jakota Farmer > 2,152 . 96 0.66 2 
Los Angeles. Herbert O. Nelson will Saturda y b 7. | Capper’s Farmer 24.1 16.366 0.4 20,678 15,959 20,422 |2Dairyman’s League 
be manager of the Knollin agency electing as presi- | Country Gentleman 39.5 26,879 49.9 33,962 26,133 33,324 News aay ' 4,559 7.5 5,434 3,969 4 
branch in Los Angeles a arles ° ‘ *Electricty on The iFarmer, The 
B Tac ‘ill . . ~ sy _— ~ dent Ear! Shaner, Farm .. 9.3 3,320 13.4 4,783 = 4,783 General Edition 18 31.5 24,674 12,650 22 
owes wil manage the Gerth- resident and) Farm and Ranch 15.2 11,499 20.3 15,307 10,309 13,437] Local Edition 20.9 35.5 27,853 14.465 25 
p 
Pacific agency in that city. asurer of the| "atm Journal & |1Idaho Farmer 21.1 21.5 16,259 15,958 16 
ul treasurer oO : e Farmer's Wife . 63.2 22,827 40.8 21,908 16,800) tKansas Farmer 16.5 { 17.7 13,429 10,065 12 
ae Penton Publish- *Florida Growers Mag 4.5 O48 9.2 3,048 6.229 | l1Michigan Farmer 22 55 28.3 21,732 14,401 18 9 
. 2 *Hoosier Farmer 15.0 6,750 15.5 6,750 6.962 | 1Missouri Ruralist 16.8 55 19 14,689 10,438 11 ‘ 
G-E Award to KGO ing Company,) sidano Granger -. 6.7 7,301 7 7,301 6,146 | Nebraska Farmer 21.7 71 (29.4 21,371 13,915 20.114 
Cleveland. | *Kentucky Farmers’ $Average Four Editions 23.4 17,012 31.4 22,826 15,014 21,:s4 


The General Electric national 
merit award, presented annually to 
the radio station with the least air 
time lost through technical failures 
during the previous year, has been 
given for the second consecutive 


year to KGO, Oakland, Cal. The 
station won the award with only 
2342 seconds net time lost during 


1941, setting a new high in effici- 
ency since the G-E annual awards 
were instituted. 


WEND 


NEW YORK’S STATION OF | 
DISTINCTIVE FEATURES | 


now JOOD warts 


The unique position of WEVD 
with a large section of Metro- 
politan New York's radio audi- 
ence is evidenced by— 


(1) The feature boxes of news- 
paper radio program pages. 


(2) The large number of 
famous advertisers on the 
station continuously year after 
year. 


Ask for ‘‘ Who's Who On WEVD"’.. . 
sent on request. 


WEVD 


117-119 West 46th St., New York, N.Y. 


————_— 


| Publishing Company 


Serving with 
Mr. Shaner for 
the fiscal year 
1942-43 will be: 
vice - president, 
Joseph Hildreth, vice-president of 
Chilton Company, Philadelphia; 


E. L. Shaner 


treasurer, Kingsley L. Rice, presi- | 


dent of Technical Publishing Com- 
pany, Chicago; 

and chairman of ” 
the board, W. J. 
Rooke, president 
of the W. R. C. 
Smith Publishing 
Company, At- 
lanta. 

ABP directors 
include Ray L. 
Dudley, presi- 
dent, Gulf Pub- 
lishing Company; 
Arnold Fried- 


man, treasurer W. J. Rooke 
and advertising 
director, Chain Store Publishing 


Corporation; Robert H. Morris, vice- 
president of 


manager of American Builder and 
Building Age; Roy F. Shrope, vice- 
president and advertising manager, 
American Trade Publishing Com- 
pany; and M. A. Williamson, vice- 


| president, McGraw-Hill Publishing 
| Company. 


The members also voted to con- 
tinue production of informative ma- 
terial designed to help advertisers 
use business papers more effec- 
tively. 


workers will 


Journal, has 


@The 


Represented bu: 


New York, Philadelphia, Chicago, 


AKRON 


AVIATION 
INDUSTRY 
EXPANDS! 


@Warplanes completely equipped and 
ready for action on any war front will be 
rolling out of the rapidly expanding fac- 
tories of the Goodyear Aircraft Corp. 
before the year's end. 


@it has been estimated by state officials 
studying labor supply problems in Akron 
that a minimum of 20,000 production 


year Aircraft operation. Unofficial esti- 
mates have exceeded that figure by sev- 
eral thousand. 


@ Akron's my | newspaper, The Beacon 
e 


growth of this great industrial city. In 
less than four years Beacon Journal cir- 
culation has increased more than 50 per 
cent, bringing it to a new all-time high 
of 115,906 daily and 99,119 Sunday. 


shrewd advertiser looking for 
complete coverage at one low cost will 
find the Beacon Journal an attractive 
buy to cover a market that is always 
ready to buy. 


AKRON BEACON JOURNAL 


Story, Brooks @ Finley 


be required in the Good- 


pt step with the rapid 


Cleveland, Los Angeles. Atlanta 


Simmons-Boardman | 
and_ business | 


Home Journal . ‘ q.2 5,648 9.2 


*Michigan Farm News 1. 3,269 2 
*National Livestock 
Producer 4.7 129 0 
Nation's Agriculture 4.5 O26 s 
*New Jersey Farm & 
Garden 21.0 4.468 23 
*Ohio Farm Bureau 
News . = 8.8 3,953 11.3 
Poultry Tribune 
Eastern Edition 21.4 9,168 194 
Central Edition 14.8 6,327 Ie 
Western Edition 12.4 5,308 13.0 
Pacific Edition 13.7 5.872 13.0 
| Sin all 4 Editions 10.8 4,621 4.3 
| Progressive Farmer 
Carolina-Va. Edition. 22.5 16,369 23.8 
Georgia-Ala Edition. 21.3 15,530 23.3 
Ky.-Tenn. Edition .. 20.6 14,957 21.7 
Miss.-La.-Ark. Edition 21.0 15.512 22.0 
Texas Edition 22.9 16,656 24.4 
$In all 5 Editions.... 19.0 13,792 19.8 
SAverage 5 Editions. 21.7 15,765 23.1 
Southern Agriculturist. 11.0 7,712 15.7 
Southern Planter 11.6 8,124 17.6 
Successful Farming , 40.4 18,178 41.6 
Total Group ..511.8 296,073 553.3 
Monthlies—April 
American Fruit Grower 11.2 5.099 18.1 
Arkansas Farmer .. 5.7 4,278 5.9 
| Wyoming Stockman 
} Farmer ‘ 14 3,900 6.5 
| Total Group 21.3 13,277 0.5 


Semi-Monthlies—April 
*California Grange 


News ; 14.5 15,708 17.5 
Farmer-Stockman 17.6 13,294 19.7 
Hoard’s Dairyman 26.7 19,459 29.3 
Indiana Farmers’ Guide 15.3 12,006 15.4 
Missouri Farmer 6.8 5,318 8.7 

| Montana Farmer ; 17.4 13,117 22.9 


Woman Appointed 
to Promote Sears’ — 
Ready-to-Wear | 


New York, May 13.—Climaxing | 
several years of increasing attention | 
to “front of the catalog” lines, Sears, | 
Roebuck & Co., Chicago, has named | 
Mary Lewis, proprietor of the smart | 
|Fifth avenue shop that bears her 
/name, as director of the mail order 
| ready-to-wear department. 

One of the outstanding women in| 
advertising, Miss Lewis advanced 

rapidly from a fashion copy post 
with R. H. Macy & Co., to succes- | 
sive positions as vice-president and 
director of Best & Co., and as ex- 
|ecutive vice-president, in charge of 
| promotion and advertising, of Saks- | 
| Fifth Avenue. 

When she opened her own Fifth 
/avenue shop two years ago, she be- 
gan serving Sears as a consultant. 
Succeeding Joseph Givner in her 
‘new position as director of the 
|Sears ready-to-wear division, Miss 
Lewis will drop active association | 
/with her New York shop. 
| Merchandising executives in the 
|department store and women’s ap- 
|parel fields are watching the ap- 
| pointment of Miss Lewis with in- 
| terest. Selection of an outstanding 
fashion advertising specialist as| 
|well as an upper Fifth avenue 
/“mame” by Sears is accepted by 
many as evidence that the giant 
mail order house will greatly in- 
crease its emphasis on ready-to- 
wear and other soft goods to make 
up for declining sales in the many 
hard goods affected by the war. 


New Account to Lewis 


Mellin-Quincy, New York, has 
appointed Lewis Advertising 
Agency, Newark, to direct the ad- 
vertising for Hampshire House 
furniture. 


Takes Up Group Purchase 


The entire personnel of Inde- 
pendent News, national magazine 
distributor, has subscribed to the 


U. S. Treasury war stamp and bond 
group purchase plan. 


Heads Press Guoun 


Harry H. Heidmann, Record-Her- 
ald, Algoma, has been elected presi- 
dent of the Wisconsin Press As- 
sociation, succeeding Louis H. Zim- 
merman, Standard Democrat, Bur- 
lington. 


| AGE 


|reporting for April 
| per cent, totaling 119,181 lines com- 
|pared with 136,797 lines. 


7,210 », 106 6,455 | iNew England 
4,718 269 4,718 Homestead 
‘Ohio Farmer 
650 429 3.650 | 1Oregon Farmer 
92 2,026 2,592 | Pacific Rural Press 
Northern Edition 
10,59 7,516 9,008 Southern Edition 
§Both Editions 
094 1,85 4.994 | ipennsylvania Farmer 


'Prairie Farmer 


21.4 14,993 24.5 17,129 12,531 14 

26.5 20,319 4 25,645 17,989 24 ) 
19.2. 14,495 22.1 16,689 14,475) Le ) 
31.1 23,506 36.3 27,430 22,874 24 | 
30.1 22.729 36.0 27,23 21,891 24 ? 
28.4 21,498 32.5 24,§ O.866 2 ’ 
23.1 17,70 B1.2 23,932 14,770 2 ? 


8,420 180 = 5,269 Ill. & Ind. Editions.. 24.8 18,071 32.4 23,618 16,674 2 
6,978 4,056 5.207 | ipural New Yorker 22.4 17,536 26.1 20,425 12,506 1 
», 565 772 4.767 | iwallaces’ Farmer 23.2 18,219 32.7 25,602 16,322 2 
583 3.849 4.658 lawashington Farmer... 19.7 14,856 22.9 17,294 14,836 1 1 
4,796 40° 4.329 | wisconsin Agriculturist 17.5 13,684 25.3 19,852 12,026 17.408 


Total Group < 
Weeklies—April 
*%capper’s Weekly 


478.5 362,499 601.8 456.585 325.7 


6.6 12,473 4.5 10,023 7.994 


» «14.95 15,888 | ey, ee 
7 ashington Grange 
17,749 15,994 17,188) Nows ...... 18.7 20,342 14.9 16,134 20,342 16.134 
» A 
14,420 1 ” | ‘Weekly Kansas City oe 
16,786 15,380 16,467 Star Missouri Edition 7.6 18,753 8.6 21,216 13,485 1 l 
10,963 7.518 10,835 
.s.3e9 e508 53,578 Total Group ..... 1.9 51.568 28.0 47,37 41,821 290 
397 7,626 20 | 
18,69 17.636 18 ) B ee , 
o a . | *Chicago aily yrovers 
27,326 271,013 505.989) Sournal ...::: ‘ 19.8 42,052 22.1 47,093 28,186 1 
| *Kansas City Daily ae 
237 099 8.237) Drovers Telegram 21.6 45.875 24.1 51,251 34,542 4 
4.447 4.162 4.447 | *Omaha Daily Journal 
| Stockman Sas ... 26.2 55,762 22.7 48,385 43,813 39,569 
788 3,900 5,564) *St. Louis Daily Live 


| Stock Reporter 


Total Group 


43.682 26,631 2s 


83.7 177,859 89.4 190,411 188,172 14 


18.956 1 ON 18.956 *Figures furnished by publisher 
14.919 11,366 13,715 §Not included in total 

21,309 14,894 19,241 I'Two issues both years 

12,071 10,492 11,735 2Two issues 1942: 5 issues 1941 
6,815 106 6,731 ‘Four issues both years 

17,271 12.263 15,847 iFive issues both years, 


) 


Farm Papers Trim 
Linage Losses in 
May, ‘42, Issues 


Chicago, May 13.—Although clos- 
ing some of the gap between 1942 
and 1941 linage figures, monthly | 
farm papers declined 9.5 per cent | 
in May issues, with a total of 296,- 
073 lines compared to 327,326 last 
year, according to an ADVERTISING 
analysis of figures compiled 
this week by Publishers’ Informa- 
tion Bureau. The loss for April is- 
sues amounted to 15.3 per cent. 

Three monthlies reporting for 
April, 1942, declined 28.1 per cent, 
with a linage total of 13,277 com- 
pared with 18,472. Semi-monthlies 
were off 12.9 


April bi- 
weeklies totaled 362,499 lines, con- 
trasted with 456,585 lines in 1941, 
for a net loss of 20.6 per cent. 
Weekly farm papers, scoring a 
loss of 3.2 per cent in March issues, 
came back to register a gain of 8.9 
per cent for April with a linage to- | 


tal of 51,568 compared with last, 


year’s 47,373. April dailies, with a| 
total of 177,859 lines compared with | 
190,411, declined 6.6 per cent for | 
the month. 
Protests Blackout Charge © 


George W. Sawyer, manager of | 


John Donnelly & Sons, Worcester, | 


Mass., has appealed a $50 fine im- 
posed in Worcester district court 
on a blackout charge resulting from 
the outdoor poster light which il- 


luminated the center of the business | 
|} section during a regional blackout. | 


Judge Frank L. Riley, in imposing 
the fine, stated that in his opinion 
there was “no malice in this offense, 
but the extinguishing of lights was 
a matter subject to the control of 
the company and in failing to do 
so they were at the peril of Gov. 
Saltonstall’s executive order.” 


To Publishers Service 


advertising manager of Detecto 
Scales, Inc., Brooklyn, to join the 
sales promotion department of 
Publishers Service Company, 
York. 


Joins American Viscose 


Charles W. Rice, Jr., formerly 


associate account executive at J. M. | 
| Mathes, New York, has been named | 
of American | 


advertising manager 
| Viscose Corporation, New York. 


James P. Bloomer has resigned as | 


New 


Hooper Adds Report 


C. E. Hooper, Inc., has begun 
publication of a second Evening 
National Ratings Report monthly, 
as well as a_ simplified reporting 
form through the use of which it is 
anticipated 36 hours can be dropped 
from the elapsed time between the 
end of each week of interviewing 
and the publication of the ratings. 
The present tabulation and printing 
time is seven days. 


Muzak Adds Werner 


Ernest Werner has resigned as 
head of the market research and 
catalog division of Columbia Re- 
cording Corporation, New York, to 
join Muzak Transcriptions, New 
York, in a similar capacity. 


Herbit to Kudner 


House of Herbs, Canaan, Conn., 
has placed its advertising for Herbit 
seasoning with Arthur Kudner, 
Inc., New York. Newspapers and 
magazines will be used. 
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step in the manufacture of the pat- 
ented product, by doing work on the 
blank which he has purchased from 
the patentee’s licensee, it does not 
follow that the patentee can control 
the price at which the finished lens 
is sold.” 

In another action involving num- 
erous newspapers, the court refused 
to reconsider its recent move in sus- 
taining on a tie vote a New York 
circuit court decision in a libel case 
Against Masonite and brought by Rep. Martin Sweeney 

against the Schenectady Union-Star. 
This case is one of many filed by 


Other Material Makers 
| the congressman against news- 


Washington, D. C., May 13.—Use| papers which published a_ 1938 
of patent laws to promote price fix- | “Washington Merry-Go-Round” col- 
ing and monopoly was outlawed by|umn charging Rep. Sweeney with 
the Supreme Court this week in up-|opposing the appointment of a 
holding Justice Department anti-|Cleveland judge because he is a 


Supreme Court 
Condemns Use of 


Patent Monopolies 
Upholds Anti-Trust Suits 


Jew. The result of the Supreme 
Court’s refusal to reconsider is that 
the New York court will try the 
case. 


To Northwest Farm Trio 


Gilbert P. Swanson, recently with 
the Chicago office of Associated 
Farm Papers and prior to that with 
Mumm, Romer, Robbins & Pearson, 
Inc., Columbus agency, and with 
Deere & Co., Moline, Ill., has been 
appointed acting advertising man- 
ager of the Pacific Northwest Farm | 
Trio, Spokane, Wash. 


Leslie Named Manager 


R. A. Leslie, formerly Montreal 
manager of Northern Broadcasting 
Company, has been appointed man- 
ager of the Toronto office. 


Publishers Set Dates 


for Conferences 


The National Publishers Associa- 
tion will hold a one-day mid-sum- 
mer conference at Wykagyl Coun- 
try Club, New Rochelle, N. Y., June 
17. 

The annual meeting of the or- 
ganization of periodical publishers 
will be held at Skytop Lodge, Sky- 
top, Pa., Sept. 15-16. 


Hamaker Advanced 

L. S. Hamaker, who has _ been 
general manager of Berger Mfg. Di- 
vision of Republic Steel Corporation 
since 1934, has been promoted to 
assistant general manager of sales 
of the parent company, and will 
transfer his headquarters to Cleve- 
land. 


Seven Join AFA 

The Advertising Federation of 
America has elected the following 
to membership: American Aviation 
Associates, Washington, D. C.; Dil- 
lard Jacobs Agency, Atlanta; Tele- 


phone Engineer Publishing Corpo- 
ration, Chicago; Sunday Call, 
Newark; Philadelphia Suburban 


Newspapers, Ardmore; and Radio- 
phone Broadcasting Station WOPI, 
Bristol, Tenn. 


EASY: GRASP 


Tables of figures confuse the 
qi 
= 
S 


smartest. Simplify these intri- 
cate mazes with easy-to-grasp 
picture charts. Iustrate your 
annual report or sales story 
with picture facts. Write for 
folder AA, VISUAL FACTS, 
2 West 46th Street, N.Y.C. 


trust suits involving 10 building ma- 
terial manufacturers and a maker of 
eyeglass lenses. The high court 


ruled that the holder of a patent| 


“cannot control the resale price of 


patented articles which he has sold.” | 


The building material verdict 
overruled a district court decision, 
and was reached by a unanimous 
vote. 
Act violations were Masonite Cor- 
poration, owner of a 
hardboard about which the case re- 
volved; Celotex Corporation; Cer- 
tain- teed Products Corporation; 
Johns-Manville Sales Corporation; 
Insulite Company; Flintkote Com- 


pany; National Gypsum Company; | 
Wood Conversion Company; Arm- | 
strong Cork Company; and Dant &| 


Russell, Inc. Univis Lens Company, 

and its affiliate, Univis Corporation, 

were defendants in the other case. 

In an opinion written by Chief 

Justice Harlan Stone in the lens 

case, the court asserted: “The de- 

clared purpose of the patent law is 

to promote the progress of science 

and the useful arts by granting to 

the inventor a limited monopoly, 

the extent of which will enable him 

to secure the financial rewards for 

! his invention. The full extent of 

the monopoly is the patentee’s ‘ex- 

clusive right to make, use and vend 
the invention or discovery.’ 

“The patentee may surrender the 
monopoly in whole by the sale of 
his patent or in part by the sale of 
an article embodying the invention. 
His monopoly remains so long as he 
retains the ownership of the pat- 
ented article. But sale of it ex- 
hausts the monopoly in that article 
and the patentee may not thereafter, 
by virtue of his patent, control the 
use or disposition of the article.” 


~w FSF Oe ve 


Masonite Sets Prices 


Masonite makes more than 95 per 
cent of the hardboard produced in 
, this country, and contracted with 
| the other companies to serve as 
agents for its sale at prices and 

. under conditions established by 
Masonite. The court held that the 
fact thet Masonite alone fixed the 
prices does not “make the combina- 
tion any less illegal.” 

The Univis decision, also by 
unanimous vote, involved licenses 
to retailers and wholesalers for the 
finishing and sale of bifocal lenses. 
The ccurt ruled that “merely be- 

the licensee takes the final 


cause 


Adjudged guilty of Sherman | 


patent for | 


1 Erle Smith 
KMBC News Editor 


2 Walt Lochman 
KMBC Sportscaster 


3 Nancy Goode 
Director, Happy Kitchen 


4 John Cameron Swayze 
KMBC News 


5 Phil Evans 6 
Director, Farm Service 
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Pscsotan radio station superiority in a given market requires 
analysis of many interlocking factors . . . programming, volume of 
business, network affiliation, service to listeners, program and 
station promotion, and so on. 


And of primary importance, of course, is the matter of audience. 


A comprehensive evaluation of Kansas City radio stations shows 
KMBC in first place by nine different standards of measure. One 
of the facts revealed is that KMBC leads in Kansas City audience 
more often than any other station. 

Much of the credit for this leadership must go to these nine 
KMBC personalities who have earned such tremendous Mid- 
western followings ... these and a score of other stars who, 
backed by a brilliant CBS schedule, have put KMBC squarely on 
top in popularity. 

Their rich and ready-to-buy audiences can be wrapped up and 
delivered to you whenever you say the word. 


KMBC 


OF KANSAS CITY 


CBS Basic Network 


This booklet, “Nine Ways the Winner” 
sums up the story of KMBC leadership 
in Kansas City radio. If your copy hasn't 
yet reached you, ask for 
it at your nearest Free 
& Peters office, or write 


KMBC direct. 


Free & Peters, Inc. . 
\y dss 


SEE 


a 


, ‘’ 
F> 
John Farmer & Caroline Ellis 9 
KMBC News Women’s Commentator 


Bob Riley 
KMBC Marketcaster 


June Martin 7 
The Food Scout 
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May 18, 1942 


Retail Session 
Strikes Fire af 
Radio Meeting 


Broadcasters Told 
Newspapers Continue 
as Backbone Medium 


Cleveland, May 12.—Some of the} 


old NAB fire flared up here yester-| 
day at a meeting on retail advertis- | 
ing sponsored by the department of | 
broadcast advertising of the Na-| 
tional Association of Broadcasters, 
when Richard G. Meybohm, man-| 
ager of the sales promotion division | 
of the National Retail Dry Goods | 
Association, presented three depart- | 
ment store advertising managers to 
tell the broadcasters why so little 
department store promotion money 
is going into radio. 

Deliberately set up as a “fault- 
finding” session, the meeting de- 
veloped some pointed language, 
both from the speakers and after- 
wards from the audience, but in 
spite of—or perhaps because of this 
fact—was voted one of the high- 
light sessions of the convention. 

Reporting on a study of depart- 
ment store experiences with radio | 
advertising made by the NRDGA 
with the cooperation and encour-| 
agement of the NAB, Mr. Mey-| 
bohm revealed that 40 per cent of | 
those stores which reported trying | 
out radio have given it up, while 
the vast majority of the remainder 
still considered it in the “doubtful” | 
stage, and only a_ handful were | 
willing to endorse it unqualifiedly 
as successful. 

The promotional dollar of those 
stores using radio seems generally | 
to be broken down into 80 cents for 
newspapers, 10 cents for radio and | 
10 cents for direct mail, he said. 


Stores Must Tailor Appeals 


| 

Much of the failure of radio to! 
increase its acceptance among de-| 
partment stores, he said, can be| 
traced to too much selling of time) 
rather than of ideas, and too much | 
reliance upon bulk audience counts, | 
whereas almost every store must | 
tailor its appeal to a particular seg- 
ment of the population in its trad- | 
ing area. Newspapers have solved | 
this problem of providing the right | 
audience to a large extent, he said, 
and not until radio solves the prob- 
lem can it hope to increase its busi- 
ness with department stores. 

Radio must also realize, Mr. Mey- 
bohm said, that immediate sales of 
advertised merchandise represent 
only a small portion of department 
store sales, and that the bulk of the 
department store’s volume must 
come from sales of merchandise not 
featured on any particular day. This 
means that all department store 
promotion must, in addition to mak- 
ing immediate sales of the specific 
products advertised, build a_per- 
sonality for the store which creates 
store traffic and makes sales for de- 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 


\not advertised, as well as for those | 


| rector, 
Cincinnati, took radio sales methods 


ADVERTISING AGE 


partments 


| confessed that he is now using three 
15-minute programs daily with at) eye appeal is extremely important | 
least moderate success, but asserted| in department store merchandising, | 
‘that radio is only garnering about| particularly in connection with! 
to task, and also pointed out that|5 per cent of the amount he regu-|fashion goods, and asserted that 
one reason why department store) larly spends in newspapers. fees os - = — ne poe age 
i aska at the| | vertising for department sto 
i ae pig ying Condemns Sales Methods that which succeeds in creating a 
of competing with top network tal-| Barclay Newell, sales manager,| character for the store, instead of 


that day. 
James W. Petty, Jr., publicity di- 
H. & S. Pogue Company, 


ent, whereas in the medium of|William Taylor Son & Co.,| trying to make immediate sales of 
printed promotion, they can com-| Cleveland, indicted radio sales | a particular commodity. 
pete in technique, workmanship and|methods, and asserted that news-| All of the speakers’ remarks 


artwork with the biggest and most) paper advertising will continue to| were delivered in straight-from- 
important national advertiser. He| be the backbone of department | the-shoulder style, with no punches 
voiced the opinion, also, that cur-| store promotional activities, and | pulled and no holds barred, and 
tailments in the supply of consumer that only when radio recognizes | immediately after they had fin- 
goods will inevitably reduce the this situation and fits itself into a) ished, broadcasters rose to air their 


volume of department store adver-| promotional scheme based on news-| views—equally straight from the 


whose merchandise is| tising in newspapers. | papers as the principal medium, | shoulder—with exciting if not seri- 
Edgar Rice, sales promotion man- | can it hope to win more department| ous results. 

|departments which are advertising | ager, A. Polsky Company, Akron, | store dollars. oe 
He pointed out, in addition, that) dent and general manager of KTUI 


William C. Gillespie, vice-presi 


Tulsa, instead of taking issue wit 
the speakers, asserted that they ha 
outlined the correct procedure, and 
explained how his station has sol: 
$75,000 worth of time to depar'- 
ment stores by developing a speci. | 
knowledge of retail merchandisin., 
by selling time as a suppleme: t 
rather than a substitute for new - 
paper advertising, and by presen - 
ing ideas based on careful study f 
the individual store, its mercha 
dise, its selling methods and 
clientele. A combination of visu || 
and oral selling is what departme:t 
stores need, and what radio stations 
should sell, he declared. 
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Set New Rates 


for ‘American 
Weekly,’ ‘Puck’ 


New York, May 13.—The Ameri- 
con Weekly and Puck—The Comic 
Weekly today announced $1,000 in- 
creases in their base page rates in 
line with circulation increases at- 
ta ning the highest mark in the his- 
tory of the two Hearst publications. 

The American Weekly circula- 
tion, based on reports to the Audit 
Bureau of Circulations by the 20 
ne\vspapers through which it is dis- 
tributed, is 7,674,825 for the first 
three months of 1942, an increase 
of 350,880 over the same period of 
1941. 


The new rate, to take effect Jan. | teed under the present rate struc- 
1, 1943, will be based on 7,150,000| ture. The full page rate advances 
circulation as compared with the} frorn $16,000 to $17,000 on that date. 


6,750,000 guarantee on which the —_—-— 
Geist Now President 


present rate is computed. 
A back page in four colors will be 
pag Walter Geist, who was elected ex- 
ecutive vice-president of Allis- 


increased from $20,000 to $21,000; | 

a full page, black and white, from} Ch : 
almers Mfg. Company, Milwau- 

$17, 500 to $18,500; and the black and kee, a month ago, was named presi- 


Shows 550,000 Boost 


ABC reports for the 15 newspa- 
pers distributing Puck—The Comic | 
Weekly for the six months ended | 
March 31, indicate a total circula- 
tion of 6,166,360, an 
407,187 over the same period a year | 
ago. New rates, effective Jan. 


|}ceeds W. C. Buchanan, who re- 
signed because of ill health. 


Whitham Named Officer 


Ethel Whitham, of the Maple 


dent of the Toronto Women’s Ad- 
vertising Club, has been appointed 
»| assistant secretary of the Interna- | 


1943, will be based on 5,750,000 cir-| tional Affiliation of Sales and Ad-| 


culation, against 5,200,000 guaran-| vertising Clubs. 


heer dad... hes got — 
what tt takes! } 


Fathers, mothers, sons and daughters—these Heart-farmer readers of 


Successful Farming form a market too large—too consistently able to 


buy—too broad in its demands to be overlooked in any sales campaign. 


To catch their eyes, their minds, their buying dollars—speak to 
them through Successful Farming. For the close, personal, intimate 


contact of its editors with its readers gives Successful Farming’s pages 
an influence that exerts itself on both the living and buying habits 
of more than 1,200,000 better-than-average subscribers. 


Successful Farming readers have come to look on it as more than 
a magazine. To them it is a counselor, a guide, a trusted friend, in 
whom they have a staunch and deep-rooted confidence —a confidence 


generated by 40 years of supplying them with authentic, usable infor- 
mation on farm business and farm homes. 


Backed by this confidence and undiluted by the waste of “‘urban’”’ 
subscribers already reached by other media, Successful Farming will 


give better balance to any selling program. MEREDITH PUBLISH- 
ING COMPANY, Des Moines, Iowa. 


|} board of directors May 7. He suc-| 


increase of | Leaf Milling Company, and presi- | 


GUARANTEED 


Guarani 


New Life For Your Old Cleaner 


| GUARANTEED PREMIER VACUUM CLEANER SERVICE 
Wherever You See This Signa! 


Premier grants the vght to 
| dipley this emblem only te 


Crone se 's ER ve Ice to 


whe meintoln the highe ' ¥ Clearer, 

You are thus aveered ef « 

beep em geling™ tervice ** > Gus 

thet con be and « certified — ~~.” ‘ 
end guoranteed ee ung ey 


| GED ~~ id 
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A kind of brand name, 
anteed Service,’ is being inaugurated 
by the Premier Division of Electric 
Vacuum Cleaner Co., Cleveland, in na- 
tional magazine advertising which started 
this month. It includes a complete 
check-up by qualified dealers and re- 
ports on necessary repairs to keep the 
appliances operating during the war. 


"Certified-Guar- 


Vacuum Cleaner 
Maker Announces 


| New Service Plan 


| Cleveland, O., May 14.—Follow- 
|ing the example of other 
{and restriction - hampered 
tries, Premier Division of Electric 
| Vacuum Cleaner Company _ this 
| week announced plans to advertise 
'service now that it no longer has 
new vacuum cleaners for sale. 

| Copy will be carried in national 
‘magazines featuring “Certified- 
| Guaranteed Service,”’ which is guar- 
/anteed by dealer, manufacturer and 
national magazine. The step is be- 
|lieved by Premier to be an innova- 
‘tion in current-day appliance ad- 
vertising. The new repair and 
reconditioning service includes a 
complete check-up and report of 
|necessary repairs. Dealers operat- 
|ing under the plan will be required 


priority 
indus- 


|to give an advance estimate of ex- 
|act charges 


and no 
without 
authoriza- 


to customers, 
service work will be done 
the customer’s explicit 
tion. Servicing will be done by 
trained repair men, and Premier is 
offering to train key service men of 
authorized dealers at factory 
branches. 

To carry the story of the new 
service policy, Premier will use 
half-page and two-thirds page ad- 
vertisements in Good Housekeeping, 
Life and The Saturday Evening 
Post. Early in June a meeting of all 
Premier's division managers will be 
held in Cleveland to point up the 
service program as the spearhead 
of Premier's merchandising plans 
for dealers for the duration. Beau- 
mont & Hohman is the agency. 


Canada Starts Duive 


The National War Finance Com- 
mittee, Ottawa, is releasing through 
A. McKim, Ltd., new promotion for 
war savings stamps. The first ad- 
vertisement in the series suggests 
that retail customers take war sav- 
ings stamps as part of their change. 


Cone Agency Dissolves 


Andrew Cone General Advertis- 
ing Agency, New York, has been 
dissolved. The agency handled the 
account of Empire State building's 
operating company and numerous 
hotel and realty company accounts. 


Offer Auto Dealers 
‘Swift First-Aider’ 
to Rebuild Sales 


Detroit, May 13. — Automobile 
dealers, still groping for saleable 
merchandise as a supplementary 
wartime line, were told about a 
brand new product this week as 
A-B Stoves, Inc., Battle Creek, 
offered them franchises to sell the 
newly -developed “Swift First- 
Aider,” a device used in converting 
any two-door sedan into an ap- 
proved ambulance. Production was 
started last month and demon- 
strator units are being shipped out 
to distributors. 

Promotional efforts thus far have 
been confined to the lining up of the 


cooperation of automobile manufac- 


luct 


turers. Folders, supplied by the 
stove company, describing the prod- 
and dealer proposition, have 
been sent to their respective deal- 


-ers by Chevrolet, Pontiac, Packard 


ers by 
| small, 


and Oldsmobile. Distribution to 
Buick dealers was made by Buick 
zone managers, and to DeSoto deal- 
DeSoto wholesale men. A 
two-color consumer piece 


|}also has been prepared for use by 


dealers. 
decided. 


Advertising plans are un- 


Seeks Defense Market 


The “First-Aider” consists of a 


|standard size ambulance cot and a 


| fleet for 


| fense 


turntable secured by a clamp to the 
floor of the car tonneau. A special 
adjustment permits quick removal 
of the back of the right-hand front 
seat. No other alterations to the 
car are necessary. The cot rolls 
into position on the turntable, leav- 
ing ample room for driver, and an 
attendant on the rear seat. Neither 


|} seat cushion is removed. Entire as- 


sembly normally weighs in 
neighborhood of 70 pounds. 
The company looks to civilian de- 
and the Red Cross as impor- 
tant markets for this unit, potential 
demand being predicated not only 
on the possibility of bombing casu- 
alties but also on the need for 
evacuating hospitalized and_ bed- 


the 


_ridden people in zones of danger. 


According to the company, the new 
unit solves the problem of quickly 
building up America’s ambulance 
wartime emergency with- 
out diverting vital manpower and 
materials, and without requiring a 
considerable investment. The 
United States now has 16,000,000 
two-door sedans in use and nearly 
all can be converted at one-tenth 


| to one-thirtieth the cost of a new 


ambulance, 
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their war-born homes permanent. 
|Government projects showed only 
|about one-third who expected pro- 
ject homes to become permanent. 
As for furniture buying, in gov- 
/ernment projects 40 per cent of the 
'families brought all their furniture 
with them; 36 per cent bought all 


War Worker Market 
Shown in Survey > ri 


° 'ture, indicating that a rough 60 per 
Henri, Hurst & McDon- cent are furniture prospects. 
ald Study Deals with Most Not Overcrowded 


Housing Projects In touching on the reduced-size 
furniture motif, the report showed 

Chicago, May 14.—A picture we] preg Ba “eae * cae ae 

a belie ied. REE pee sles abou per cent o e homes are 

the defense worker market, gleaned a a jk a in 
furniture is not too bulky or mas- 
sive for the rooms. The private 
| project homes showed greater cver- 


Cross-Section of 


from a survey conducted in 18 de- 
fense housing projects, is shown in 
a study prepared by Henri, Hurst 
& McDonald for the joint committee 


crowding, in the investigators’ opin- 
ion, with 35 per cent crowded homes 


compared with 20 per cent in gov-| L ; =. om 
the primary question of “price and | saving their money”; “their buying 


ernment projects. 

When buying furniture, the work- 
ers in government projects went to 
the following retail outlets: furni- 
ture store, 69 per cent; department 
store, 15 per cent; mail order, 14; 
wholesale, 0.2 per cent; miscellane- 
ous, 5 per cent. Private projects 
showed virtually the same sources, 
although department’ store pur- 
chases were higher and mail order 
less. 

From a dealer’s standpoint, some 
77 per cent of the furniture men 
considered the war workers “good 
risks.” Credit arrangements ex- 
tended by the dealers range from 
10 to 50 per cent down payment, 


| tion, 


and from three to 18 months for the) trust: 
remainder. | rte 
The dealers report that, behind|tions they are living cheaply 


“jobs are only temporary 


terms,” the workers are interested| habits will not change—they \ 
in color, durability, size of furni-| still buy cheap merchandise 
ture, and design or style, in that|meager quantity.” These deal, 


order. The survey reports that the! however, constituted less than o:: 


dealers are interested in stimulat-| quarter of those interviewed. 
ing the war worker market, and) 
employ numerous means of promo-| 
including newspaper, direct | The dealers considered that p 
mail, house-to-house canvass, radio, ent furniture design is adequate 
theater and outdoor, illuminated| war housing conditions; almost 
road signs and catalogs. About 50| per cent agreed that the status 
per cent were using newspapers. in furniture filled the bill. Of : 
|10 per cent disagreeing, howe 


Sought Managers’ Opinion 


See Temporary Jobs 


Among the dealers who appraised | as to design was that the piece 
the war worker market as being | made smaller. 
doubtful, these were the reasons} 


most commonly given for the dis-|reported either “satisfactory” 


“because of uncertain living cond 


90 
10 


ie 


‘the most frequent suggestion offered 


de 


About 80 per cent of the dealers 


or 


of the National Association of Furni- | 
ture Manufacturers and the South- 
ern Furniture Manufacturers As- 
sociation. 

The survey embraced interviews 
with 1,360 families in the 18 pro- 
jects, of which 14 were government 
units and four were privately-con- 
structed and operated. The survey 
also records interviews with furni- 
ture retailers in trading areas ad- 
jacent to the projects, so that a re- 
liable buying trend could be estab- 
lished. 

This survey was the object of 
prime interest at the session of the 
home furnishings market in Chi- 
cago April 27-May 2, where furni- 
ture makers and buyers met to 
plumb the war worker market and 
to predict what popularity “victory 


model” reduced-size furniture 
would enjoy (ADVERTISING AGE, | 
May 4.). | 


Consider Income, Rentals, etc. 


The survey attempts to explain 
the war workers’ market and takes 
into account the number of persons 
in the average family, income, 
length of home establishment, rent- 
als, etc. Income, age and length of 
home establishment were found to 
be higher in private projects than 
in government units. Average fam- 
ily size in the private project was 
3.40, in the government, 3.53. Aver- 
age age of men in private projects 
was 39, in government, 31; average 
age of women in private units, 37, 
in government, 29; and average age 
of children, private, 8, govern- 
ment, 4. 

The man’s wages ranged from 
$22.50 to $67.50, with an average of 
$45.26 for private projects, $40.97 
for government. Families had lived 
an average of 18 months or less in 
their homes. The average rental 
was $30. The illusion of the migra- 
tory worker is slightly dispelled by 
the survey; for although some fami- 
lies had come 2,000 miles, the aver- 
age came from between 25 and 50 
miles from the immediate defense 
center. Private project families usu- 
ally came only five to 10 miles. 

Of probable interest to the mar- 
keting pundits who predicted the 
widespread hegira to _ industrial 
centers would lead to a roving mass 
of workers, is the survey’s report 
that 90 per cent of the private pro- 
ject families are intent on making 


COLUMBIA'S 
STATION 
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SOUTHWEST 
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WICHITA | 
KANSAS | 


Call Any Edward Petry Office 


The same forward-surging activity 


turkeys, chickens - 


AMERICA 


| 
| 


up production to meet every new mark set by Uncle 
Sam. All industry in South Dakota is cooperating 
with agriculture to make this possible. 


the same Spirit of the West, which 
in a very few years patterned a great state out of this Indian frontier, 
is now answering America’s call to South Dakota for MORE PROD- 
UCTS OF FARM AND RANCH AND MINE. * Beef, pork, mutton, 
these “VICTORY VICTUALS” are keeping 
South Dakota's packing plants at peak operation. On January 1 
of this year, increased demand and increased prices had al- 
ready hoisted the combined value of these five products some 
fifty-two million dollars over January 1, 1940... . The same 
upward jump is evident in the increased value of grain 
and feed crops. $127,065,000 was the estimated value 
on January 1 in contrast to $84,205,000 on January 1, 
1940. * Stepping right along, we'd say 


and stepping- 
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“excellent” results in cultivating 
the war worker market. 

Finally, the survey turned to 
managers of government housing 
projects, seeking to get an expert 
over-all reaction. The managers’ 
suggestions: make smaller bedroom 
and dinette furniture; remember 
small dining rooms; make smaller 
furniture; all furniture should have 
ereater utility features; make furni- 
ture simple in design and safe for 
hildren. Other managers reported 
that drapes were a problem in the 
inits, another said fitting furniture 
nto the small bedrooms was a 
eadache, another said that furni- 
ture was too high and reached over 
the window sills, and another said 
that unit decorating problems lay 
in curtains and floor coverings. 


Named Air Line Head 

Laurence B. Unwin, former vice- 
president and treasurer of Canadian 
Pacific Air Lines, has been named 
head of the company. 


Bruce to Assoc’d. Sales 


Henry Bruce, formerly with Jam 
Handy as editorial supervisor and 
client contact man, has joined As- 
sociated Sales Company, Detroit, in 
a similar capacity. 


Finds Shellac Substitute 


A new material on which to pro- 
cess sound effect records that does 
not require the use of shellac has 
been perfected by Gennett Sound 
Effects Company, which reports 
that it is now possible to reduce 
surface noise on the new records to 
five per cent of absolute minimum. 


WGST Stipulates 


Southern Broadcasting Stations, | 


Inc., Atlanta, has agreed to a Fed- 
eral Trade Commission stipulation 
to tone down advertising claims 
made for Station WGST. The pact 
bans the claim that WGST has 
more listeners than any other At- 
lanta station, unless that is true, 
and the representation that the out- 
let has 5,000-watt power, unless it 
is clearly explained that this power 
is authorized only during specified 
hours. 


Trefethen Promoted 


Ellis M. Trefethen has been ap- 
pointed public relations manager of 
the Buffalo plants of Curtiss-Wright 
Corporation. He was aviation edi- 
tor of the Post-Standard, Syracuse, 
before joining the company last 
year. 


Spire Leaves McCann; 
Cottingham Takes Over 

William M. Spire, formerly head 
of the radio department at McCann- 
Erickson, New York, has resigned 
to join the staff of the Office of 
Emergency Management as 
tant chief of the radio section. 

His successor, C. H. Cottingham, 
was formerly vice-president in 
charge of radio at N. W. Ayer & 
Son, Philadelphia. 


assis- 


‘Bower Names Agency 


Bower Roller Bearing Company, 
Detroit, has placed its national ad- 
vertising account with Creative 
Agency Associates, Detroit. 
liam B. Hall, who - previously 
handled this account, has joined 
Creative Agency Associates as ac- 
mount executive. 
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In the ‘‘Food for Victory’’ drive, the Heart of America is TRUMP! This 
year, watch South Dakota! * With 1941 cash farm income in this 
state soaring 47% ,above the previouspyear (exclusive of Govern- 
ment Payments), it is not surprising that in 194] three times as many 
farms were purchased from the State of South Dakota as in 1940. 

* New building projects evidence a healthful expansion for busi- 

ness. In eight key cities building construction showed a 20% 


gain in 1941 over 1940. *% Not the least dramatic development 


in war needs from South Dakota is the demand for more 
bentonite. 1630 cars were shipped from Belle Fourche in 


1941 compared to 984 in 


1940 and it is estimated that 


more than 4,000 cars were shipped from the Black Hills 
at large last year. * Constantly swelling state bank re- 


sources and deposits 


tax revenues and life insurance 


sales are conclusive barometers of South Dakota's 


upswing. 
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STATING ITS CASE 
CORRECTION 


MADISON-KIPP CORPORATION 
NET PROFIT IN 1941 
WAS NOT $222,050.00 

As Recently Reported in This Newspaper 


— 
= SAdI8OF £IFF ConrenaTION 


To correct newspaper stories on its net 

profit, this Madison, Wis., company, now 

busy making munitions, paid for this full- 

page space in the same dailies to an- 

nounce that its profit was $101,002 in 

‘41 — not an increase but a decrease 
from the previous year. 


Farmers Learn 
Promotion Deep in 
the Heart of Texas 


College Station, Tex., May 13.—A 
course in advertising distinctly for 
students of agriculture is uncommon 
in collegiate curricula, but the Agri- 
cultural and Mechanical College of 
Texas, known far and wide to pig- 
skin-following gentry as Texas A. 
& M., not only provides this course 
but also management, credit 
and collections, merchandising, 
market analysis and transportation, 
all with an agricultural slant. 

This combination of instruction in 
technical agricultural production 
and business administration is based 
on the idea that a farmer needs to 
be an efficient producer of com- 
modities, and also must understand 
the business procedure surrounding 
the marketing of those commodi- 
ties. For example, class material in 
the advertising course includes copy 
dealing with ice cream, milk, butter, 
cattle, horses, turkeys, citrus fruits, 
seed grain and farm equipment. 

It is the school’s policy, although 
many courses are taught by Profes- 
sor S. M. McKinnon from a _ back- 
ground of 15 years’ selling experi- 
ence in the industrial field, to bring 
in lecturers engaged in business to 
pass along their ideas to the class. 
Last fall, two of the lecturers were 
Tom Nelson, vice - president and 
sales manager of Gulf Publishing 
Company, Houston, and J. D. Sims, 
Houston district manager of Out- 
door Advertising Incorporated. 

A contest was conducted for ad- 
vertising students this year by the 
“Battalion,” school newspaper, with 
prizes awarded readers for judging 
and prizes to winning copywriters. 
The contest is planned as an annual 
teature. 


sales 


5!/2 by 8 inches, 
in Colors and 
Paste Bound. 


40,000 an hour 


Fast production, you'll agree, 
for booklets up to 32 pages, in 
three colors all pages. Paste 
bound as printed. Quality 
printed on 32-lb. or 35-lb. news- 
print, at extremely low unit 
cost, We offer extraordinary 
savings to large quantity buy- 
ers of recipe books and other 
consumer give-aways. 


SHOPPING NEWS 


Rewscoler “Division CLEVELAND 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Edison’s War Message 


To the Edftor: We think the copy 
in the advertisement written by 
Howard W. Hayes, assistant adver- 
tising manager of the Southern 
California Edison Company, is a) 
good example of what an ex-news- 
paper man turned advertising ex- 
ecutive can do in an emergency. 

The January issue of Edison’s 
consumer magazine, “Electrical 
Times,” was already electrotyped, 
with a New Year’s message on the 
front cover. Then came Pearl] Har- 
bor, America’s declaration of war 
against the Axis, and a new war}| 
message was needed in a matter of | 
hours. Mr. Hayes responded with | 
this copy. 

It attracted so much favorable | 
comment wherever it appeared that | 
it has since been used, as shown in| 
the accompanying proof, in Edison’s 
entire schedule of about 170 news- | 
papers in Southern and Central | 
California. 


FORREST DOLAN, 
The Mayers Company, Los An- 
geles, Cal. 


Accuracy Is Proved 


To the Editor: One point which 
critics of public opinion polls often 
bring up is that polls can measure | 
public opinion on candidates (at 
the end of political campaigns), but 
that there is no proof that they can 
measure public opinion on issues of 
the day. 

The Canadian plebiscite on free- 
ing the government from its no- 
conscription pledge offered the first 
opportunity in the history of mod- 
ern sampling polls to demonstrate 
their accuracy in measuring public 
opinion on an issue. The Canadian | 
Institute of Public Opinion forecast | 
a “yes” vote of 68 per cent and a 
“no” vote of 32 per cent. Actual | 
results of the plebescite were 64.5) 
per cent “yes” and 35.5 per cent} 
“no.” 

It is interesting to note that the| 
3.5 per cent margin of error in the 


| 


RUSH JOB WINS ACCLAIM 


WE WILL GO FORWARD TO VICTORY 


Be courageous. Be as brave as your father 


before } 


wv. Have fartl 


li 


Go forward. 


OMAS ALVA EDISON 


| time catching up with a letter to the 


Wes ta go torward to v 


Quick action was needed when Southern California Edison Co. substituted a war 

message for an earlier holiday greeting in its consumer magazine, and Howard 

Hayes’ response proved so successful that the inspirational copy is being repeated 
in a list of 170 newspapers. 


stake a claim to them and defend it.| tional war program, has more im- 


I am sure my use of the “trees” 


theme was not the first though it|has ever done before. 
|preceded the 


other two by 


eight years. 


I do not believe Mr. Dingee plag-| it can help to preserve our bill of | 
iarized my 1934 copy nor do I be-| rights, by assisting the press and | 
lieve the Northwestern Mutual copy | radio to remain solvent; (2) it can | 

|/man plagiarized Mr. Dingee’s. 


portant work to do than probably it 
Advertising 


some | can render three great specific serv- 


ices during our war economy: (1) 


As a encourage free competitive enter-| 


matter of fact I think that by the| prise; (3) it can lower living costs 


nature of their business, advertising 
men strive harder for the distinc- 
tion of originality than any other 
people. So—let’s point out interest- 
ing coincidences—but let’s pull our 


resemblances. There’s nothing un- 
canny about resourceful men occa- 


| by expanding markets and distribu- 
| tion, enabling economies which pro- 


| 


vide lower prices through mass 
production. 
Today, hundreds of companies 


|punches on pointing out “uncanny”! throughout the nation maintain that 


they are oversold. Let’s raise a 
question at this point! Can these 


Canadian plebiscite was no larger,| sionally hitting an identical re-| companies really be oversold? Ad- 


or no smaller, than the polls on can-| 
didates in 130 elections covered both | 
here and in England by Gallup| 
polls. 

Even in the province-by-province | 
predictions, the Canadian Institute | 
came out with the right answers in| 
every case, with an average error 
of less than 5 per cent. 

WILLIAM A. LYDGATE, 

Editor, American Institute of 

Public Opinion, New York. 

wt? * 
No Plagiarism 

To the Editor: It has often irri- 
tated me to find otherwise sane ad- 
men plunging into a dither over ad- 
vertising coincidences, so this one, 
striking close to home, moves me to 
remind Mr. J. H. Dingee, advertis- 
ing manager of Keasbey & Mattison | 
Company, that certain expressions 
are so much a part of our common 
speech that one can scarcely hope to 


THE TREE THEME 


lrs A CASE OF NOT SEEING ’ 
THE FOREST FOR THE TREES 


bd 


*KELVINATOR 


AIR CONDITIONING 


An adman cites this eight-year-old copy 
as proof of his contention that, although 
everyone strives for originality, adver- 
tising coincidences shouldn't cause any 
dithers. Illustrations of similar ads were 
reproduced on the May I! Voice page 
of Advertising Age. 


source. 
A. D. CONnKEY, 
Ralph L. Wolfe & Associates, 
Detroit. 


7 v 


In Advance 


To the Editor: The fire insurance 
company should take notice of the 
enclosed advertisement, since the 


ADVANCE NOTICEFire Sale 


Watch Next Week's Newspapers fer Details 
LAST 2 DAYS —— 
GROCERY STOCK SALE 
FRIDAY AND SATURDAY — Buy Now! Save Money! 


™* BARGAIN CENTER, « 


Oviery : barges 
2 WASHINGTON STREET 


QUINCY SQUARE 


advertiser expects to have a fire in 
the very near future. 

Pick out your bargain now and 
place it in a spot where it will be 
singed just the least bit. 

Les LITANT, 

Advertising Department, Kanes, 

Inc., Boston, Mass. 


mitting that a company can _ be 
oversold beyond the means of de- 
livery, can it be oversold in the 
sense that too many of its prospects 
and customers fully understand the 


| benefits of the company’s products 


| solely 


and services? The company’s plant 
may not be able to meet the current 
temporary demand. But that does 
not constitute evidence that a com- 
pany’s selling job is done. There 
are countless cases where an order 
has been placed with a producer 
because he could meet de- 
liveries better than his competitor. 


|Such business is not oversold—it is 


not even sold! 
In view of the present war econ- 


‘omy, how can a product or service 


be thoroughly sold? By advertis- 
ing, carefully planned institutional 
advertising with a definite long run 
continuity. 

Institutional advertising, as a 
phrase, has been in some disrepute 
in the advertising and business field 
since the “roaring 20’s and decadent 
30’s.””. But no matter what it is 


|called, the pressing needs of meet- 


v v v 
Its Biggest Job 
To the Editor: This is a critical, 
time when every institution with 


powerful effects on the public wel- 
fare is in question. And advertis- 
ing is no exception. The war econ- 


omy has inspired new examinations, | 


new criticisms and new doubts 
about the rightful place of adver- 
tising in our affairs. 

To fully appreciate the develop- 
ment of mass production and adver- 
tising’s contributions to the national 
welfare is to fully realize the con- 
stant flow of product variations and 
large and small improvements 
which spring from those fields of 
common goods under stimulation of 
the market opportunity afforded by 
the use of advertising. 

Advertising, in our present na- 


ing problems of customer relations 
and community relations are inex- 
orably forcing upon management the 
need of creating something which 
is at least distantly related to what 
used to be called institutional ad- 
vertising. 

Shifting populations, increasing 
employment and rising standards of 
living are creating entirely new 
merchandising and advertising 
problems during our present crisis. 
Advertising can make effective con- 
tributions to our war economy by 
directing consumer demand _ into 
channels that will least interfere 
with defense projects and in keep- 
ing the public adjusted to the in- 
evitable dislocations to regular pro- 
duction. 

Because our nation’s business has 
enough faith and confidence in this 
country’s future to be in business 
for the long pull, our way of life is 
going to be here when Hitler, Mus- 
solini and Hirohito are subtitles in 


the history textbooks. | 
The fact that companies, though 


/oversold and short of help and ma-| 
| terials, are aggressively advertising | 


during this present scarcity, to as-| 


|'sure themselves of a better com- 


petitive position five or 10 years| 
from now, is the nation’s best as- 
surance that its best years are 


ahead. 
CHARLES E. WOLFF, 
Chicago. 
v v v 
Dropping In 


To the Editor: We believe the ac- 
companying advertisement for our 
client, the Hotel Woodstock, ap- 
proaches the war theme from a new 
angle. 

The copy is currently running in 
a small list of upstate newspapers 
and results to date have been very 
satisfactory. 

DONALD H. PARKER, 

Vice-President, Needham & 

Grohmann, Inc., New York. 


Distillers Defended 


To the Editor: I have been a long 


|editor from E. R. Lakings which 
| ADVERTISING AGE published March 
30. Mr. Lakings says that every 
night his radio brings liquor adver- 
tising into his home and tries to 
| get his boy and other boys to drink. 

This matter of liquor advertising 
/on the radio is badly misunderstood. 
A few years ago the broadcasters 
got a lot of left-handed credit by 
jannouncing that they would no 
‘longer take the advertising of 
| liquors and distilled spirits. What 


'they didn’t say was that almost a| 


| year earlier the Distilled Spirits In- 
}stitute had passed a_ resolution 
_ against the use of radio for liquor 
|advertising and had pledged every 
‘one of its members not to use radio 
for that purpose. 

As far as I know, no radio chain 
and no important radio station has 
|done any liquor advertising since, 
j}although there are a few scattered 
|local stations which do take liquor 


Always excellent accommodat 
for the upstate guest who drops 
out of the blue. Situated 

crossroads of the city, right at Times Square, the H 


Woodstock is most convenient to theatres, night clubs, les 
ing shops and business centers. Only 3 short blocks | 
Grand Central Terminal and next door to Midtown Bus Dey 
Spacious, immaculately kept rooms. Cheery atmosphe 
Two excellent, moderate-priced, air-conditioned restaura 
Settle down here for the duration of your New York » 


codstack 


127 WEST 43n0 STR: 
NEW YORK CITY 


Rooms O ith Bath 
OD-3® ingle BF double 
Rooms Pith Running Barer 

from *Q0° 


Jawes M. Canmotr. Mavacen 


The parachute traveler comes into his 

own in this humorously-illustrated ad 

being used by Hotel Woodstock in up. 
state New York newspapers. 


| advertising. This man may be with- 


such small station. 


practice and one at a time have in- 
duced many small distillers to cease 


using radio advertising. 

Since repeal the distillers | ive 
been learning their public respoisi- 
bility well and have hired c.m- 
petent men to guide them in these 
matters. Their prompt, voluntary 
and early decision to turn every 
part of their usable facilities over to 
the government for the manulac- 
ture of industrial alcohol has been 
one of the manifestations of a new 
and admirable cooperative attitude 
on the part of distillers. 

GLENN GRISWOLD, 

Public Relations Director, Con- 

ference of Alcoholic Beverage 

Industries, New York. 


Greenland "Enters Claim 


To the Editor: I don’t know how 
great my mind is, but please tell 
Carl A. Goddard of the Scully Sig- 
nal Company, and also Newsweek 
that they were both beaten to the 
punch in the use of the phrase 
“Business as Unusual.” 

I used it in a mailing piece last 
August. Just another example that 


in the broadcasting range of some|the art auction business is coming 
However, the | into its own in selling. 
‘organized distillers deplore the| 


LEO GREENLAND, 
Crown Art Galleries, Inc.,, New 
York. 


have you seen 
the new Sales 
Management 
figures on 


WORCESTER? 


as follows: 


RETAIL SALES .. 
WHOLESALE SALES 


INCOME PER CAPITA 


EFFECTIVE BUYING INCOME . . 


INCOME PER FAMILY .. . . 


Sales Management’s new Survey of Buying Power (year 
1941 compared with 1940) tells the Worcester Story 


UP 15.5% 


UP 21.8% 
oo oo « OF ter 
UP 21.2% 
oo « « « OP BIAS 


Business is good —and getting BETTER —in this busy industric! 
area where wheels hum day and night to fatten pay checks and 
boost retail trade. Get YOUR share through advertising in [he 
Telegram-Gazette, only Worcester daily. Population: Worce:'er 
193,694, City and Retail Zone 440,770. Telegram-Gazette circ. % 
tion: more than 134,000 average net paid daily. 


WORCESTER MASSACHUSETTS 


Ceoece F. Boorn, Pubesh 


2h- 


_OCK and ASSOCIATES, NATIONAL REPRESENTA 


OWNERS of RADIO STATION WTAG | 
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OCD SERIES |by two schedules limiting to spe- | beer bottles are similar. Distilled| also freezes all container designs to future simplification schedules, and 
4 cific sizes and weights the produc-/| spirits may be packaged only in | those now in existence, except Bureau of Standards recommenda- 
tion of bottles for distilled spirits) half pints, pints, fifths of a gallon,| when certain conditions are met. tions are being used in similar 


;sostoe consouoarte 


i= = | eas Company 22 


and for malt beverages. These| and quarts, and bottles for cordials,| One of these exceptions allows | fashion. 
schedules are the forerunners of/| cocktails and specialties must have | glass packages to be made on ma- ine 
others which will ultimately en-|a capacity of at least a half pint. | | chines nor mally used for other con- 

a ci é . . : ughes 
compass the entire glass packaging | Malt beverage bottle sizes are 12) tainer materials. Other exceptions WAGM Promotes H 9 
industry. Thinner and less fancy) fluid ounces, quarts and half gal-|cover the use of a specifically Lester E. Hughes, former com- 
bottles will be the result. ‘lons. Weights are also specified,| authorized design never previously 


to permit increased production of | the specifications for distilled spirit | product not previously encased in 
glass containers and thus be able) 
to handle the increased volume of 
business resulting from restriction |/more efficient container. 
on tin cans and other metal con- Effective immediately, no mold | The Containers Branch of WPB, Drake to Criterion 
tainers. WPB estimates that bottle|can be replaced except by a mold| which will administer the order, 

output can be boosted 30 per cent| conforming to the specifications of | 

through standardization and simpli-|a standard container, as described} tle standardization in drawing up 
fication, without expanding existing | and defined by WPB. After Jan. 1,| the order. Standard measurements | tising Company, New York, where 
equipment. 1943, only standard glass containers | 


mercial manager of WAGM, 
Presque Isle, Me., has become gen- 
eral manager succeeding R. W. Mac- 
: , Intosh, now in government service. 
bottles will become more stringent. | glass, and permit minor changes Harold D. Glidden has become com- 


|aimed at producing a lighter or reise anager 
Sickie Bhat Comte at p g g mercial manager. 


The order was issued in order| and WPB warned that after Sept. 1| made in glass, the packing of a 


aE i ecealieatia naes : “— "| William Drake, Jr., has left Tea 
utilized previous experience in bot | Bureau, Inc., New York, to join the 
|executive staff of Criterion Adver- 


| developed by the Glass Container he will handle national sales ac- 


Restrictions on sizes of liquor and! may be manufactured. The order! Association will form the basis for | counts. 


Here are two samples of a new series 
of advertisements in support of civilian 
defense efforts, being run in metropolitan 
and suburban papers of Boston by the 
Boston Consolidated Gas Co. Other 
ads dramatize Red Cross volunteer work- 
ers, airplane observers, women working 
in canteens, and auxiliary policemen and 
firemen. Badger and Browning is the 
agency. 


WPB Limits Sizes 
and Weights for 
Glass Containers 


Standardization Order 
to Become Effective | 
Jan. 1, 1943 | 


Washington, D. C., May 13.—A\| 
revolution in glass packaging was | 
instigated by the government this | 
week as the War Production Board 
ordered standardization of certain | 
container sizes and weights, prohib- | 
ited the manufacture of liquor and | 
beer bottles not conforming to the | 
terms outlined, and set Jan. 1, 1943, | 
as the deadline after which only 
standard containers may be manu- 
factured. 

Sale, delivery or use of bottles al- | 
ready made are not restricted by | 
the order, and hence it is expected | 
to be some time before the fancy | 
shapes and distinctive designs to | 
which consumers have become ac- | 
customed begin to disappear from 
retail shelves. 

The sweeping order has five gen- | 
eral objectives: 1. To reduce un-| 
necessary weights; 2. To require 
simpler designs using less glass per | 
bottle; 3. To permit the industry | 
adequate time for the manufacture | 
of new molds in which glass bottles | 
are made, so that mold-making | 
shops will not be overburdened; 4. | 
To establish a trend to “stock” con- | 
tainers which many consumers can 
use, and which can be made on a) 
mass production basis; 5. To allow 
private designs to be used only on 
efficient long runs, and only designs 
which meet the same weight limits 
assigned stock items. 

The order itself was accompanied 


——— 


‘ SUPERR 
ART-COPY 


A Chromart Colorprint from 
Kodachrome is the best that 
Money ean buy. 


It possesses full art-copy qual- 
“ty. as required by makers of 
| fine color plates. That is why 
leading agencies rely on our 
Print service, 


A (hromart can be dramat- 
leally displayed, retouched, 
Paied into artwork. A 
Kovachrome cannot. 


Prices start at $38. Investi- 


PHOTOCHROME 


837 North Fairfax, Hollywood 
Overnight by Plane 


Wheels are turning on nearly a half million farm “defense plants” 
in the WNAX coverage area of vital war industry. Day and night 
442.828 farms are producing food for the fighting forces of America 


and her Allies. 


And—these same farms are creating the greatest spendable income 
that the farmers have had in many a year, The latest figures on 
farm income in the WNAX regular listening area shows a cash 
income of $1,071,199,000.00.* 


This income really circulates too. Retail sales figures for the same 
area nearly match these farm income figures, with a sales sheet 
totalling $1,049,562,000.00. Check these figures again: 
More than a BILLION DOLLAR farm income and— 
more than a BILLION DOLLARS in retail sales. 


Restrictions are in effect on automobiles, washers and 
other heavy consumer goods which farmers would 
ordinarily buy. These war workers have PLENTY 
OF EXTRA MONEY to spend for your products. 


You can reach the buying folks of our 284 counties— 
nearly 4,000,000 of “em—with one medium. It’s 
WNAX. Let us show you what a sales job we can do 
for you in Minnesota, Iowa, Nebraska and the Da- 
kotas. Write WNAX, or call your nearest KATZ 
AGENCY office. 


“With a large increase expected for 1942 be 
cause of ae d acreage and higher farn 
commodity pri 


its Economical W BUY 
THE big Stal 


AFFILIATED WITH CBS 


A BLOW DOLLAR MARKET 


ota 


"Represented by the 
TZ AGENCY 
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Lithographers’ 
Meeting Tuned fo 
War Opportunities 


Point-of-Purchase 
Institute Session 
Hears Surveys 


By JOHN CRICHTON 

Chicago, May 13.—Lithographers, 
suppliers and point-of-purchase ad- 
vertising men, meeting here this 
week during the Lithographers Na- 
tional Association’s 37th annual 
convention, concentrated attention 
on the outlook for the industry, its 
place in the war economy, and de- 
mands likely to be placed on its 
materials in the future. Although 


COMPLETELY AIR CONDITIONED 
RATES FROM $3.25 


the industry has already contributed 


|materially to the war effort, a con- 
siderable portion of the agenda 
dealt with opportunities for further 
participation. 

Considerable interest was evi- 
denced regarding the mention by 
Dudley Richards, of the public re- 
lations department of Sears, Roe- 
buck & Co., of a plan sponsored by 
the war savings staff to create a 
coordinated series of window dis- 
plays across the country. 

Mr. Richards also reported a dis- 
cussion he had with Harry Rim- 
mer, formerly with the Canadian 
General Electric Company and now 
one of those in charge of advertis- 
ing for the Dominion. Mr. Rimmer 
told him, Mr. Richards said, that 
the U. S. would eventually be 
forced to resort to paid promotion 
to put across its financial drives. 
The Canadian executive cited the 
tremendous success achieved by 
Canada in its victory bond drives, 
and estimated that the United States 
would have to put the talents of the 
advertising world to work to get 
comparable percentage  participa- 
tion. 


Sees No Promotion Lag 


At a luncheon session Tuesday, 
the Point-of-Purchase Advertising 
| Institute held its second annual ses- 
sion. 


George Kindred, president of | 


Kindred, MacLean Company, offered 


an optimistic note when he said 
that, although the industry might be 
classed as “non-essential,” it was 
not yet critically affected. Since 
there is no shortage of paper and 
board at the present, Mr. Kindred 
said he saw no reason why the in- 
dustry should not continue to bid 
for its share of the advertising dol- 
lar. 


Presents Survey Data 


Edward T. Sajous, executive sec- 
retary of the association, traced the 
Institute’s efforts to establish point- 
of-purchase advertising with na- 
tional advertisers. At first, all con- 
tacts with advertisers and agencies 
were instigated by the Institute, but 
after the missionary work was done, 
the foundation found itself queried 
by both advertisers and agencies. 
In addition to its acceptance spade- 
work, the Institute has done consid- 
erable educational promotion, and 
has collaborated with magazine, 
newspaper and business paper edi- 
torial workers in preparing articles 
on point-of-purchase promotion. 
The Institute is engaged in accumu- 
lating data on this medium for use 
in presentations and to supply in- 
formation for point-of-purchase 
display makers. A good example of 
the work done by the Institute was 
its prompt action in forestalling ru- 


| Newspaper 


— 


mors of a “shortage” in display|than sales tests. That is, the ANA 
materials which had led advertisers|doesn’t doubt that displays bu lq 
to curtail display appropriations. | sales, but wants to know how to ise 
A high point of the luncheon was|/its display dollar more efficient|\y. 
the presentation by Lincoln Jones,| The committees also suggested t)\at 
director of research for the Insti-| observation and readership stud es 
tute, of surveys of retail sales when! would be in order, so that copy- 
supported by counter displays as|checking would be possible, «ng 
against sales unsupported by dis-| recommendations could be made as 
play. It is this type of data, com- | to what copy, size, type and il\\\s- 
parable to that supplied by the Bu-|trations were most effective in dis. 
reau of Advertising of the American | play. 
Publishers Association| In other words, Mr. Kindred «iq. 
to newspapers and by the National! they were looking for some! ng 
Association of Broadcasters to radio, | analagous to the continuing st 
that the Institute hopes to have|of newspaper advertising subm ‘tteq 
available for the point-of-purchase by the ANPA’s bureau. Further 
salesman. At the start the Institute |4,. ANA committee wanted sticiec 
offered a free survey to the adver- | (¢ inside-store material as well as 
tiser willing to undertake the inven- | i gow displays, and would like a 
tory check necessary. Surveys were classification breakdown into ‘rade 
begun for Pabst Brewing Company, groups, such as drug, liquor, depart- 
Colgate-Palmolive-Peet Company, | nent stores, etc. 
and Bauer & Black. The Pabst sur- 
vey had to be thrown out because Cites Recognition Value 
Victor Cullin, of the Missi-sippj 


the displays being tested were six 
Valley Trust Company and presi- 


months old, and because of legal 
restrictions regarding alcoholic bev-| gent of the Financial Adverti 
erage advertising in different states. | 
The Bauer & Black surgical dress- 
ing study was necessarily of a 
somewhat specialized nature. 

The survey for Palmolive soap, 
however, permitted the pairing of 
34 stores, both of “promotive” 


Sers 
Association, told the lithographers 
‘that a real opportunity for |itho- 
|graphers lay in bank stationery, in 
|statements and checks. He cited the 
coming importance of direct mail, 
| insisting that a good letter the 
| logical successor to personal calls 


(shopping center) and “conveni- | during the rubber and manpower 
peer (neighborhood) outlets, and shortages. Reminding the growip of 
paired off against like units, one 


changes introduced in topflight ex- 
ecutive personnel by wartime con- 
ditions, he read a presentation by 
Ketchum, McLeod & Grove, Pitts- 
burgh advertising agency, entitled 
“Something New Has Been Added,” 
which played up the number of ex- 
ecutives who have risen to _ the 
top and reminded advertisers that 
the company name must be kept 


store was furnished with a display, 
another was not, and a careful 
check was kept of inventory stock. 
In broadest terms, the convenience 
outlet sales showed no effect of the 
display at all, while an average in- 
crease of 38 per cent was experi- 
enced in the promotive outlets, al- 
though this is modified by Palm- 
olive’s occasional “one-cent” sales, before these new decision-makers if 
tendency of consumers to stock up, | prestige is not to be lost. 

and desire on the part of consum- | Alfred B. Rode, president of the 
ers for the “bath” size. Lithographic Technical Foundation, 
reported the progress of the foun- 
dation’s scientific work and the spe- 
research | cial schools which the foundation 
of |has conducted to further efficient 
work in the trade. Mr. Rode also 
reported that the association’s Eng- 
lish counterpart had been granted 
permission to use LTF’s patent lith- 
ographing solvent now that Eng- 
land can no longer obtain turpen- 


Sought ANA Comments 


When the display and 
committees of the Association 
National Advertisers were asked to 
give an opinion on the study, ac- 
cording to Mr. Kindred, who read 
the ANA’s comments, they  sug- 
gested that the direction of the 
studies be shifted along other lines 


She dos the buying — 


You can sell her and the other thou- 
sands of women in Greater Miami and 
Southeast Florida through The Miami 
Herald, as it is their preferred reading 
and shopping medium ... a fact borne 
out by its publishers’ statement for the 
six months ending March 31, 1942. 
which shows substantial gains in both 
Miami city zone and total circulations. 
as follows: 


Daily Circulation in City Zone . 76,548 


A Gain of 1,072 


Sunday Circulation in City Zone 76,586 
A Gain of 1,798 


Total Daily Circulation .. 
A Gain of 1,861 


Total Sunday Circulation ...... 112,288 
A Gain of 5,332 


.. 102,086 


This means that the women of nearly 
every home in the Greater Miami arec 
and the vast majority of those in the 
remainder of Southeast Florida, read 
The Herald . . . It also means that The 
Herald's policy of devoting much of i's 
space to features designed solely {cr 
them, is winning the interest and con’: 
dence of more and more women eac!) 
day! 


The Miami Herald 


STORY. BROOKS G FINLEY 


GREATER MIAMI—“A National Market!” 


National Represent 
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tne. He urged the group to con- 
tribute to the foundation, reminding 
them that the Treasury Department 


had confirmed the _ foundation’s 


standing as an educational institu-| 


tion and that contributions were 
therefore deductible in income tax 
re'urns. 

William B. Carr, Chicago office 
manager of Time, was to have ad- 
dressed the group on the Advertis- 
ing Council, but since Mr. Carr was 


stranded in Texas by airline pri-| 
orities, Frank J. Kelly of Time’s| 
office read his speech. Mr. Kelly) 


emphasized 
Council dates back to 
A’s in 1941, and that the first pur- 
pose of the Council was to justify 
and explain advertising, to do away 
with any possible ‘blue sky” stigma. 
Since Pearl Harbor, he said, the 
primary object was to get the force 
of advertising behind the victory 
effort. “Nothing,” Mr. Kelly said, 
“is so important in advertising to- 
day as the work which the Council 


is doing and will do.” 
Shows Junk Drive Copy 


He showed the assembly some 


giant layouts of the junk and sal-| 


vage copy prepared by the Council 
branch headed by Leo Burnett, and 
took opportunity to rap public mis- 
conception that the junkmen some- 
times held junk for big profits. 
Proofs of the salvage drive are now 
in the hands of the War Production 
Board, he said. 

“If advertising has ever stood un- 
der a cloud of doubt in the eyes of 
important people ... or in the eyes 
of the public,” Mr. Kelly asserted, 
“then the work of the Advertising 
Council is important.” 

An interesting feature of the 
meetings was the showing of spe- 
cial films prepared by the National 
Association of Manufacturers and 
the government. Other speakers on 
the agenda included John M. Wolff, 
Jr. chief of the lithographic sec- 
tion, printing and _ publishing | 
branch, WPB; A. E. Giegengack, 
public printer of the U. S. A.; J. 
Raymond Tiffany, secretary, Na-| 
tional Graphic Arts Federation, | 
New York; Col. Paul G. Armstrong, | 
head of Selective Service for the! 
state of Illinois; and Sen. C. Way- | 
land Brooks, senator from Illinois. | 


Hudson Joins Ted Bates 

Edward F. Hudson, formerly vice- 
president of Benton & Bowles, New 
York, has joined Ted Bates, New 
York, as vice-president of that | 
agency. He was at one time with 
Batten, Barton, Durstine & Osborn | 
as account executive, and _ later) 
moved to Benton & Bowles to work | 
on the Best Foods account. In 1932 | 
he became Western sales manager | 
for Best Foods, with headquarters | 
in San Francisco, returning to} 
B & B in 1935 where he was named 
a Vice-president in 1942. 


Joins Parks Publication 


Miss Mabel Green, formerly asso- 
ciated with Hearst Magazines, has | 
seen appointed business manager of | 
a Publication Company, New | 

ork | 


FARM 
PUBLICATIONS 


OFFER 
THE MOST DIRECT 
WAY TO 
GET THOSE 
EXTRA 

FARM DOLLARS 

SPENT FOR 
YOUR PRODUCT 


| 
| 
| 


Armed Forces 


Glenn C. Morrow, secretary of 
the Rochester, N. Y., Advertising 
Club, has been commissioned a cap- 
tain in the Adjutant General’s De- 
partment, U.S.A., and will report 
for duty at Fort Niagara May 20. 

Don Allshouse, advertising man- 
ager of Northern Equipment Com- 


pany, Erie, Pa., has been granted | 
that the Advertising| leave of absence to enter the Army 
the Hot} 
Springs meeting of the ANA-Four 


Air Corps as a first lieutenant. He 
will report to Miami Beach May 28. 

Henry Kroeger, vice-president of 
Coolidge Advertising Company, Des 
Moines, has reported for duty at 
Seventh Corps Area headquarters 
in Omaha as a first lieutenant, his 
rank in World War I. 

Raymond Fields, publisher of the 
Daily Leader, Guthrie, Okla., has 
received a first lieutenant’s commis- 
sion with the military police of the 
Eighth Corps Area. 


| active duty as an Army major. 


Howard F. L. Hart, president and 
treasurer of Hart & Co., Cambridge, 


| Mass., agency, will close the agency 


shortly to go on active duty with 
the Navy as a lieutenant. 

Joseph T. Penderville and Mat- 
thew S. Perkins, formerly with the 
advertising department of the Cour- 
ant, Hartford, Conn., have been in- 
ducted into the Army. 

Rome G. Arnold, New York ac- 
count executive with Industrial 
Surveys Company, has been com- 
missioned a lieutenant (j.g.) in the 
Naval Reserve. Girard Schilbach, 
Chicago account executive for the 
company, has been appointed staff 
sergeant in the Marine Corps. 

Thor M. Smith, promotion man- 
ager of the San Francisco Call-Bul- 
letin, has taken leave of absence to 
serve as captain in the Army Air 
Corps. His first station was Wash- 
ington, D. C. 

Wiley Ellzey Brown, vice-presi- 
dent and general manager of Cleve- 
land Tractor Company, has been 
granted a leave of absence to go on 
He 


is assigned to the ordnance training 
center, Aberdeen Proving Grounds, 
Aberdeen, Md. 

A. M. Eskridge, account executive 
with the Los Angeles branch of 
Foster & Kleiser Company, has 
been commissioned a first lieutenant 
in the infantry and assigned to the 
military intelligence division. 

Colin M. Selph, advertising direc- 
tor of Automotive News, has en- 
tered the Army as a captain in the 
motor transport division, quarter- 
master corps. 

Richard Clark, account executive 
with J. M. Mathes, New York, has 
joined U. S. Naval Intelligence. 

Line Hobson, copy director of 
New York office of Russel M. Seeds 
Company, has resigned to accept a 
commission as a first lieutenant in 
the Army Air Corps. 

Ronald Hood, formerly with the 
Eastman-Scott Advertising Agency 
in Atlanta, and more recently city 
editor of the Birmingham Age- 
Herald, has been commissioned a 
lieutenant in the United States 
Naval Reserve. 


Harold Skuldt, formerly a mem- 
ber of the advertising department 
of the Capital Times, Madison, Wis., 


has been commissioned a_ second 
lieutenant in the Army engineer 
corps and is now on duty at Ft. 


Leonard Wood, Mo. 

Robert I. Elliott, managing edi- 
tor of Advertising and Selling, has 
joined the Naval Reserve. 


Named WEAF Ass’t. Mar. 
Cecil K. Carmichael has _ been 
named assistant manager of WEAF, 
New York, in addition to his regu- 
lar duties as assistant to Sherman 
Gregory, station manager, in the 
NBC station relations department. 
Mr. Carmichael was formerly as- 
sistant to J. D. Shouse, vice-presi- 


dent and = general manager of 
WLW, Cincinnati. 
AAAN to Convene 

Affiliated Advertising Agencies 


Network will convene at St. Louis, 
May 29-30. Sam Krupnick, vice- 
president of Padco, Inc., St. Louis, 
will be convention chairman. 


“WOW YOUR ADVERTISING CAN HELP WIN THE WAR 


Free Manual 
tells HOW 


90 PAGES OF 


strates, by example, how your advertising, 
too, can help fight this war; help custo- 
mers; help build a sound foundation 
for future business. 


WANT FACTS? No chronicle of theories and opinions, this. 
“A Guide to Effective War-Time Advertising’ is a factual 
report based upon the testimony of business leaders who 
have found ways to make their advertising helpful to their 
customers and prospects at a time when help is so desperately 
needed. It shows, too, how “‘oversold'’ companies now use 
“service advertising”: 


editors do .. 


. use their space to transmit important informa- 


PRACTICAL HELP Demon- 


how they do as the business paper 


tion from where it is to where it is needed. 


4,000 ordered by May 1 
Get yours before they're all gone! 


QW 


— 


Useful Advertising Needs No Defenders! 


We have to use 
EVERYTHING WE'VE GOT 


to win this war! 


Good business papers are multi- 
purpose carriers that can con- 
vey important messages quickly, 
economically, to 
special groups of men with 
problems. 


accurately, 


kindred war-time 


America, the world’s greatest 
user of these vehicles of com- 
a powerful 
tool to use against the Axis. 


munication, has 


By making the best 


use of business papers, now, 
we can strike a blow that will 
be felt across both oceans. “A 
Guide to Effective War-Time 
Advertising” will help you do 
this. One copy is yours for the 


. if you'll ask before 


asking . . 
they're all gone. 


Ab? 


THE ASSOCIATED BUSINESS PAPERS 


cA national association of business 
publications devoted to increasing 
their usefulness to their subscribers 
and helping advertisers get a bigger 
return on their investment. 


vertising is! 


possible 


TWO SUPPLEMENTS NOW INCLUDED! 


After you read this ‘‘Guide,” you will have a new concept of what advertising can 
do to help America’s war effort and to help your company solve its « ustomer-relations 
problems, present and future. And you will know what GOOD institutional” ad- 


The “Guide” features advertisements that show some recognition of the conditions 
which today have sncreased rather than lessened the need for making business paper 
advertising useful, informative and specific! This “Guide,” while comprehensive in 
itself, is only our introduction to a collection of case studies that will constitute a 
veritable WAR ALBUM. Send for it now and you'll receive additional up-to-the- 
minute case studies, free, as fast as they're produced. 


In the first one a company head tells why his organization uses FOUR separate 
business paper advertising campaigns as fools of management to help solve difheult 
customer-relations problems under ‘sold out’’ conditions. 


The second Supplement is Part One of a continuing study of dealers’ war-time prob- 
lems. It reports what distributive people are up against today and illustrates how 
some consumer goods manufacturers are using dealer paper advertising to speed 


useful suggestions and practical information that helps solve their mutual problems. 


NAMI 


ASSOCIATED BUSINESS PAPERS, 
Dep't. 2762, 369 Lexington Avenue, New York City 


Please send, without obligation, my free copy of ABP’s latest aid to advertisers, "A 
Guide to Effective War-time Advertising,” 


POSITION 
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including the supplements. 
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ADVERTISING AGE 


Significant Developments 


Edited by RAL 


British Thoughts on 
Postwar Reconstruction 

The establishment of a depart- 
ment of the British government to 
deal with that part of the Atlantic 
Charter concerning raw materials, 
quotas and export surpluses is of 
outstanding importance in consider- 
ation of postwar reconstruction, as- 
serts W. Tudor Davis in the April 
issue of Industry Illustrated, which 
has just arrived from Bath, Eng- 
land. These problems have grown 
vastly more acute in the past 25 
years and may become a veritable 
nightmare in the postwar period, 
the writer predicts. 

Referring to the machine age, 
which he says has in its power to 
confer priceless benefits of increased 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


440 8S. Dearborn St. 


The Business Digest 


Reported by the Business Press 


Wabash 8655 


in Trade and Industry as 


PH O. McGRAW 


| leisure and an altogether improved 


standard of life upon the whole of | 
humanity, and from which, in any| 


| case, there is no turning back, Mr. 
| Davis feels it demands a vastly more 
‘intensified production and use of 
the world’s vital raw materials: 
iron, steel and other metals, petrol- 
‘eum, oils and fats, coal, timber, 
| foodstuffs, etc. This in turn in- 
Proes an adequate system for allo- 
|cating and distributing the desired 
|materials to the different countries 
and to the various industries inside 
each country that happens to re- 
quire them. Political and economic 
considerations of primary impor- 
tance are thus involved, he points 
out. 

Of course, says the writer, it is 
invariably dangerous, and indeed 
secondary, until this war is over, to 
dwell too much on economic things 
to come, but it must be remembered 
that economic and industrial plan- 
ning is a matter of national as 
well as international division of 
labor, organizational cooperation, 
and technical nationalization. In 


some quarters there is talk of inter- 
national syndicates, but these ob- 
viously must be under some kind 
of international control. Maybe, 
suggests Mr. Davis, an obligatory 
tribunal of equality could be formed 
for the purpose of arbitration: this 
would replace many of the existing 
tribunals set up by international 
cartels. Anyhow, he _ concludes, 
there is no harm in preparing the 
ground even at this stage of the 


war. 
* * *&* 


South Africa, source of 90 per 
cent of the world’s rough diamonds, 
is seriously considering establish- 
ment of a large scale diamond cut- 
ting industry, reports National 
Jeweler for May. This would bring 
close to the source of supply a 
major share of the business of fin- 
ishing diamonds, 95 per cent of 
which went to Belgium and Holland 
before Hitler’s invasion. The in- 
dustry has since become rather 
firmly established in England, the 
United States and Palestine. 


* * * 


The men folk will be buying their 
erstwhile loafer coats this season by 
a different name, Men’s Apparel 
Reporter for May indicates. A name 
can start a train of thought, sug- 
gests Henry L. Jackson, therefore 
the words recreation, play, etc., will 
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Ye industrial payrolls for all the 


Feb.’42 . $11,119,420 
Feb.’41. 5,677,046 


Increase $5,442,374 


February 1942 payrolls in the area 
were $2,056,421; greater than the 


st of the state (35 counties). 


4 j~ 


Portiand area... Oregon's Primary Market! 7 


ing area. Way up! Current figures 
show Portland payrolls double those 
of 194], compared with an increase 
of 9% for the rest of the state. That. 
means business is up; because people 
are buying! There's no doubt about 
it...markets are people... but good 
markets are people with money! Such 
a market is the 0.P.M., and there's 
one sure, swift, economical way to 
reach it: through the daily newspaper 
that covers this vast spending power. 
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APRIL CANADIAN MAGAZINE LINAGE 


*Canadian Home Journal.............+..:- 
*Canadian Homes & Gardens........ 
*Chatelaine 
*tLiberty .. 
*IMaclean’s .. 

DE Stiertcaseeabas ee bs avs 
*National Home Monthly.... 
**SNew World 


Total Group 


Display, including poultry and livestock in Canadian Farm 


{Canadian Countryman 

*Country Guide & Nor’-West Farmer... 

*2Family Herald: 
Eastern Edition 


Western Edition 
Farm and Ranch Review.........++seee++: 
iFarmer’s Advocate & Home Magazine... 
*Farmer's Magazine 
*Free Press Prairie 
*sWestern Producer 


Total Group 
*Figures furnished by publisher. 
tApril Linage. 
iSemi-Monthly. 
2Five issues both years. 
8Five issues 1942; four issues 1941. 
4Bi-Weekly. 


61942 format 680 lines; 1941 format 700 


—— — 1942 —— ———1941—_ 
Pages Lines Pages Lines 
<0. ae 26,419 45.5 31,528 
32.9 22,078 38.1 8 
37.2 26,011 44.1 4 
29.5 12,65 36.4 1 
44.8 31,375 61.3 4 § 
48.0 32,279 61.4 41.°69 
28.0 19,007 29.7 6 
22.9 15,544 26.1 1 0 
Tere  °*. 185,370 342.6 2 
Papers 
escoe muee 17,695 30.7 g 
24.3 17,472 27.3 
35.6 35,633 46.7 9 
ote Se 29,496 38.0 19 
isc 7,062 11.8 28 
29.9 20,915 35.6 as 
de 25.1 17,541 29.6 4 
‘ 32.7 35,949 43.9 ; 
17.5 19,228 20.4 46 
‘ave Seer 200,991 284 5 


lines. 


be anachronisms as the country gets 
deeper into the war effort. Pleas- 
ure clothing, he says, will be in- 
dicative of an era that has passed. 
We will talk of action clothes and 
off-duty clothes. So, don’t be caught 
out of step as you draft your sum- 
mer wardrobe. 

P. S. Father’s Day is June 21. 
Beautiful ties ahead. 


* * HK 
Herbert V. Kaeppel, executive 
editor, “Building Supply News,” 


comments on the lumber situation 
this way in his May issue: “Lum- 
ber shortage? Increasing difficulty 
in getting logs due to labor situa- 
tion, men drifting into war work, 
shipyards, etc., with higher pay.| 
Troubles of saw mills increasing | 
due to faster wearing of machinery | 
and greater difficulty of replace- 
ment. Tire situation is acute. Over 
half of mills truck their logs.” 
Seven industrial areas where war 
housing activity is in boom propor- 
tions, says the publication, are 
Washington, D. C., Philadelphia, 
Pittsburgh, Harrisburg, Tacoma, 
Sandusky, O., and Charleston, S. C. 


*” * * 


An interesting release and photo 
comes from American Optical Com- 
pany, Southbridge, Mass., concern- 
ing mobile optical shops for the 
Army. A two and a half ton truck 
which constitutes the unit contains 
optical machinery, 36,000 lenses, 
8,400 frames, 600 pairs of extra 
|temples, and 1,200 spectacle cases, 
jall in order that overseas soldiers 
| who break or lose their glasses may 
|be respectacled promptly. Approxi- 
mately 15 per cent of men in the 
|armed forces wear glasses. The unit 
}can edge and mount 120 single 
|lenses daily, which is estimated to 
be sufficient for the average re- 
quirements of a field army of 300,- 
000 men. 


Chicago Produce Trade 
Starts $90,000 Drive 


The Chicago fresh fruit and 
vegetable industry will shortly in- 
augurate its first collective promo- 
tional program, a local advertising 
and sales campaign involving ex- 
penditure of $90,000 to $100,000 an- 
nually. Funds are to be derived 
from voluntary contributions from 
growers, commission merchants, 
carlot receivers, brokers and auc- 
tion house factors. 

Objectives of the campaign are 
to reach the housewife consumer 
with the story of fresh fruits and 
vegetables, keeping her constantly 
informed by radio and newspaper 
as to what is available in the mar- 
ket from week to week; and to keep 
the dealer well informed as to mar- 
ket conditions. 


Gets Transit Ad Post 


Joseph F. Bangham, a member of 
the sales staff of Bauer & Meyer, 
New York, transportation advertis- 
ing, has been appointed sales man- 
ager for the Pennsylvania territory, 
with offices in Harrisburg. Mr. 
Bangham was previously on the 
sales staff of Barron G. Collier 
| Company. 


| Four to Consolidated 


| Consolidated Advertising Agency, 
|New York, has been appointed to 


direct advertising for Samette Mfg. | 


Company, slips and gowns; Superior 
|Shade Company; Venetian Blind 
Maintenance Company; and Gren- 
eker Studios, fabricated display 
manikins, all of New York. 


— 


Leaves Calvert Art Pos! 


Harry Birdsall, formerly ar: di- 
rector of Calvert Distillers, New 
York, has joined Tooker Lithograph 
Company, New York, as art director 
of its display division. , 


King Rich Advanced 

King Rich, on the art staff o! Al- 
bert Frank-Guenther Law, New 
York, has been appointed art direc- 
tor for the New York office. 


The vast payrolls of 
Oregon's Primary Market 
can be tapped with The 
Journal, the one Portland 
newspaper whose circula- 
tion is concentrated in the 
area where most of the 
state’s buying power is 
concentrated! 


The Daily Journal with a 
circulation that reaches 
75.2% of all the families 
in the O. P.M* leads the 
Pacific Coast dailies in 
city coverage. In the city 
and retail trading area... 
19,554 MORE families 
read the JOURNAL than 
any other Portland daily. 


That's COVERAGE where it counts! 


% Oregon's Primary Market 


The JOURNAL 


PORTLAND'S AFTERNOON NE 
Portland, 0 


REYNOLDS-FITZGERALD, INC. National Representatives: 
Chicago, Philadelphia, Detroit, San Francisco, Los 
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Sales Managers: 
Sessions High Spot 
of NAB Convention 


Blair Company; H. Preston Peters, 
Free & Peters; Edward Petry, Ed- 
ward Petry & Co.; and Joseph Weed, 
Weed & Co. 

Gene Carr summed up the work 
of the sales managers committee at 
the morning session Wednesday, re- 
porting the activities of the group 
during the year, and particularly 
such achievements as the final solu- 


leveland, May 14.—The best at- | tion of the contract form problem, 


tended and most effectively organ- 
ized departmental sessions of the 
National Association of Broadcast- 
ers’ annual convention here this 
week were generally conceded to 
be those of the sales managers’ 
committee, which, under the chair- 
manship of Eugene Carr, WGAR, 
Cleveland, held four overflow ses- 
sions, three of which were of the 
informal panel type. 

The session on retail advertising, 
held Monday, is reported elsewhere 
in this issue. A breakfast session 
on Tuesday featured a corps of tal- 
ent recruited from the ranks of the 
Radio Executives Club of New York, 
including Linnea Nelson, J. Walter 
Thompson Company; Carlos Franco, 
Young & Rubicam; Tom McDer- 
mott, N. W. Ayer & Son; Adam 
Young, Joseph Hershey McGillvra; 
Tom Lynch, Wm. Esty & Co.; Peggy 
Stone, Spot Sales, Inc., and numer- 
ous others. 


Voice Favorite Gripes 


Bill Maillefert, Compton Adver- 
tising, Inc., reported details of the 
activities developed jointly by radio 
time buyers and the department of 
broadcast advertising of the NAB, 
and the Radio Executives Club 
members voiced their favorite 
gripes against station men and rep- 
resentatives in a clever skit written 
by Frances Scott, Besch Radio Pro- 
ductions. 

Dr. Harry Deane Wolfe, Kent 
State College, Kent, O., de- 
livered a plea for greater care in 
the development of radio survey 
material and more conservative use 
of figures at the Tuesday afternoon 
session, which also heard a typical 
inspirational dissertation by Gene 
Flack, of Loose-Wiles Biscuit Com- 
pany, who pointed out that, despite 
everything, the public now and for 
an indefinite period to come has the 
greatest income in history. The 
true salesman will take advantage 
of this unprecedented market, he 
said. 

Another informal, panel type 
meeting held at breakfast yesterday 
featured a discussion of spot sales, 
with the heads of four national rep- 
resentative organizations answering 
the questions of station sales man- 
agers. The four participants in the 
program were John Blair, John 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Probitably 


*Direct Mail Advertising 
*Created and Produced 
*Dealer Help Campaigns 
*Avtomobile Owner Lists 
*Rated Consumer Lists 
* Addressing and Imprinting 
"Contest Judging 
*Premium Mailings 
*Sampling by Mail 


The 
REUBEN H. DONNELLEY 
Corporation 


350 E. 22nd St. Chicago, Ill. 
405 E: 45th St. New York City 


the making of progress in connec- 
tion with the checking service prob- 
lem, and intensive and fruitful co- 
operation with agencies, advertisers, 
the National Retail Dry Goods As- 
sociation, and others. 

Mr. Carr has just been appointed 
assistant to J. Harold Ryan, in 


duties as sales manager of WGAR 
shortly. 


Paper Combines Editions 
| Jewish Ledger Publications, Inc., 


| Hartford, Conn., has combined the} 
|separate weekly and monthly edi-| 


itions of its Hartford and New 
|Haven, Conn., and_ Springfield, 
| Mass., editions into one weekly is- 
| sue, retaining the subscription price 
of $2 per year. 


Holden Joins Paper Co. 


Hale Holden, Jr., has resigned as 
vice-president of Pullman Company 
to accept the presidency of Byron 
Weston Paper Company, Dalton, 
Mass. He has been chairman of the 


charge of radio in the Office of|paper company’s board since the) 
Censorship, and is relinquishing his| death of Brenton C. Pomeroy. 


‘Dedicates New Network |W53PH Concludes Survey 


Columbia Broadcasting System's FM Station W53PH, Philadelphia, 
inew Network of the Americas will| has based the following conclusions 
be dedicated May 19 with a program |on the answers to 41 questionnaires 
\featuring Under Secretary of State| returned by FM set owners. The 
|Sumner Welles, President Anastasio| average FM set owner prefers sym- 
of Nicaragua, and other| phonic and classical music over all 
celebrities of diplomatic life, opera,| other types of programs; he listens 
films, concert stage and radio. It|to FM programs for two and one- 
will be broadcast over the CBS/half hours per day; thinks news 
coast-to-coast network and trans-| periods should be no longer than 
mitted to all of the 76 stations in| five minutes; and feels that quality 
the Latin American chain from 8:30|\of reception and program content 
to 9:30 p. m., CWT. are equally important. 


National Absorbs Rival Bene Resigns from KPO 


National Gypsum Company, Buf- Kay Barr, head of the informa- 
falo, has taken over General In-|tion-press department of Station 
sulating & Mfg. Company, St. Louis,| KPO, San Francisco, and Al Nelson, 
which formerly operated plants at|assistant vice-president of NBC and 
| Alexandria, Ind., Dover, N. J. and| general manager of KPO, have re- 
| Dubuque, Ia. | signed. 


| Somoza 


121 Venice Bivd., Los Angeles; Cal. 


THOUGHTFUL PLANNING IS A SERVICE TO THE NATION 


Berore PRINTING JOBS are designed mutual 


planning can save time, money, labor—and 


PAPER. Fancy sizes in printing jobs MAY call for 


special and costly sizes in paper—but if lay- 


out man 


and printer talk it over First, then it 


may easily be practical to make the job un- 


usual, different, completely individual... yet 


vised buyers 


have STANDARD PAPER SIZES do the work. The 
layout man knows what he wants—the printer 
knows how to do it efficiently and economi- 
cally. Cooperate! 


For more than 10 years In- 


ternational Paper has ad- 


“Qo { lt your Pri torn” 


of printing to 


INTERNATIONAL 


PAPER 


COM PAN Y 


220 EAST 42nd ST., NEW YORK, N. Y.+ BOSTON+ CHICAGO: CLEVELAND 


PAPERS 


for PRINTING cad CONVERTING 
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Cuban Companies Join 
American Cigar Institute 

All of Cuba’s leading cigar manu- 
facturers and the major leaf ex- 
porters have joined the Cigar Insti- 
tute of America. Full cooperation 
in the promotional campaign orig- 
inated and carried on by the Insti- 
tute has been pledged. 

Cuba looks to largely increased 
sale of leaf in the U. S., with the 
per capita use of cigars here show- 
ing a considerable increase for all 
classes of cigars within the last 
year, plus the fact that there are 
now nearly 15,000,000 cigar smok- 
ers in the U. S. Cuba also hopes 
for a reduction in the American 
tariff on Cuban cigars and the as- 
signmert to Cuba of a regular quota 
of cigars since the quotas formerly 
allowed the Phillipines now can 
not be filled. 


Craigmile Advanced 
Charles S. Craigmile, vice-presi- 
dent in charge of production of Bel- 
den Mfg. Company, Chicago, 
been elected to the newly-created 
post of executive vice-president. 


Suspends Publication 


The Times, Milledgeville, Ga., has | 


suspended publication because a 
recent fire destroyed almost all of 
the paper’s equipment and the pub- 
lisher was unable to procure new 


machinery because of war priorities. | 


HEALTHFUL 
PRODUCTS 


If you want to reach the most 
receptive prospects for your prod- 
ucts with a health or nutrition ap- 
peal—at the lowest possible cost 
then Life & Health 1s the answer. 
It's “tailor-made” to your needs! 
For Life & Health readers are not 
only health - conscious they ac- 
tually read this book to find out 
about products like yours! 

Every word in Life & Health 
including advertising by many of 
the country's biggest accounts—is 
devoted exclusively to health. How 
to get healthy, how to keep healthy. 
And all articles carry the authori- 
tative support of an editorial board 
of ethical physicians 

That's why our subscribers be- 
lieve what they read in Life & 
Health—why they'll read your mes- 
sage eagerly—why they'll buy your 
product! 

Yet considering all Life &€ 
Health's tailor-made selling advan 
tages, its cost-per-thousand is very | 
low Write for free 12-page bro- 
chure today 


| 
lite Health J 


BELOW THE CEILING 


Pi 
Attention (oc. 
PLECTRIC RAZOR 


MR.LEON 


Remington 
Price-Fixed in 46 States - Top and Bottom | ps eiectrie 
y he ( bo — in 48 states and Razor “at Frank's 


you can pay no less than $12.75 in 45 states 

Here in Vermont, you the Consumer bave no Price Fix 
ing at the Bottom due solely to the public opposition to 
such legisiation by Frank's Economy Store and you can 


$g.75 


Remington-Rand Dual Head Electric Razor at $8.75 


Note Mr Headerson 


our ceiling price for March was $975 This makes it a crime 
more 


to retail it for than 89 7) at Prank » 
But Fronk’s Will Sell This Rozor ot $8.75. 
Repeal the low that harms the poor! | 
FRANK'S ECONOMY STORE 
BELMONT FRANK 


PeRANK’ 


ECONOMY 


has | Attacking a list of “fair trade manufac- 


turers,” Frank's Economy Store took 375- 

line space in the Free Press, Burlington, 

Vt., to urge repeal of state laws which 

permit “price fixing at the bottom.” It 

announces an offer of a Remington Rand 

electric razor at $1 below its permissible 
ceiling price. 


Supermarkets 
Top List in Use 
of Point-of-Sale 


Chicago, May 13.— The average | 


food store displays the point-of-sale 
materials of only six manufacturers 
at any one time, according to re- 
sults of a survey of retail outlets 


recently disclosed by the Leo Bur- | 


nett Company. 

Independent supermarkets were 
found to be the largest users of 
manufacturers’ point-of-sale ma- 
terials. In the 303 food stores 
checked, these supermarkets dis- 
played materials of 8.9 manufactur- 
ers against the average of six. 
|Other independents displayed ma- 
terials of 5.8 manufacturers on the 
‘average. Chains lagged behind all 
groups, displaying the materials of 
‘only 4.2 manufacturers. 

The survey reveals that retailers 
| prefer wall posters. Forty-four per 
|cent of the stores checked used one 
/or more wall display pieces. Over- 
/the-wire materials ranked second in 

popularity. Thirty-five per cent of 
the outlets had one or more on dis- 


play. Window displays’ ranked 
| third, followed in order by counter, | 
'top shelf, front shelf, door and 


jhanging displays. The most fre- 
quently used type of material was 
|the pictorial poster. Price cards 
/were second. 

_ The survey indicates that com- 
panies with large field forces are 
|/most successful in getting materials 
|displayed. The leading manufac- 
turer had his material up in 18 per 
pew: of the stores. 

The study was made in Phila- 
|delphia, Syracuse, Baltimore, Bos- 
ton, Detroit, Los Angeles, St. Louis, 
| Chicago, Charlotte and Seattle, 
| which are reported to account for 
| 9.2 per cent of retail food sales in 
| the U. S. 


Writers Guild Calls 
for War Volunteers 
American Guild, 


Writers CIO 


| union, is following in the footsteps 
'of the Radio Writers Guild in in- 


teresting creative workers in union 
activities through calling for volun- 
teers to do copy, art and production 
work on Office of Civilian Defense 
campaigns. Irving Pastarnack, for- 
mer agency art director now head- 
ing the art division of the Brook- 
lyn OCD volunteer office, has sent 
out a call for experienced ad 
people. They are asked to volun- 
teer by registering at the office of 
the American Advertising Guild, 15 
East 40th Street. 

Shortly after Pearl Harbor Chi- 
cago radio writers were summoned 
to a Drake hotel meeting ostensibly 
for OCD activity and discovered 
their hosts were organizers of the 
Radio Writers Guild. 


Adds Dog Food Account 


Atlas Canning Company, Glen- 
dale, N. Y., has appointed Director 
& Lane, New York, to direct adver- 
tising for Rex New Miracle dog 
food. 


MAY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


——1942-——~. -———-19 41. | ——1942——. -——-_1941 
Pages Lines Pages Lines Pages Lines Pages Lir 
GENERAL Parents’ (N. Y. Metro. Ed.) 50.3 21,566 57.0 24,4 
*Ace Fiction Group 11.1 2,488 11.8 2,650 | §$Parents’ (National) ...... 46.7 20,038 54.0 23, 
$Actual Detective 3.3 2,232 neu .... | Photoplay-Movie Mirror 
American ....... 34.8 14,910 50.2 21,525 SN “cna oes eee ew es 37.1 15,900 37.4 16 
*American Forests . 7.3 3,080 6.9 2,898 tadio Mirror (Mac). 29.9 12,843 26.6 11 
American Home 34.7 21,897 67.9 42,906 | Romantic Story (F)....... 25.4 10,649 24.1 10 
American Legion &.9 3.826 13.4 5,756 | *Screen Guide ....... 18.5 12,571 11.6 7 
$Arts & Decoration Screenland Unit ...... 24.3 10,441 21.6 i) 
(Combined with Spur). sia 19.8 12,53 Screen Romances (MM).... 33.4 14,315 29.7 12 
ie Bm ae . cane 1.3 20 Ee ee eee 14.1 9,581 oe 
Beauty & Health... — 6.2 2, 12.0 5,149 | True Confessions (F)..... 28.4 11,937 29.0 12 
Better Homes & Gardens 52.3 33. 81.9 51.771 | True Experiences (Mac). 32.9 14,112 27.7 11 
Boys’ Life .... iaeekeue | 7, 18.2 12,352 | True Love & Romances 
ER ee hl acc whens 5.7 2, 6.7 2,878 GEOD ccivtopavessses . 815 13,496 26.7 11 
Christian Herald . 14.9 6, 18.4 7.891 | True Romances (Mac).. ‘ 35.0 14,995 28.3 l 
Columbia 2.8 1, 1.6 en 6 ee me xs eke eu wee ea ack 37.7 16,152 54.4 2 
Cosmopolitan ee 48.8 20, 57.5 A ne ee 107.2 67,751 137.0 S 
|Country Life ....... 24.7 15, 33.2 22,285 | Woman's Day ............ 25.0 10,741 30.3 1 ¢ 
*Dell Detective Group 14.5 6 10.0 2498 | Woman's Home Companion 52.0 15,357 61.0 j 
*Dun’s Review ......> 6.6 2, 9.2 3,961 — ——__ —_————_— 
Elks P ae S.0 3,4: 7.3 3,115 |, he. er 1,215.3 616,6041,378.1 70 71 
Esquire (National) 44.4) 29,95 45.8 30,755 STANDARD MAGAZINES 
*Extension 11.8 s, 11.5 7.908 | American Mercury ...... 13.3 2,422 11.9 
Fawcett Men's Group. : 5.8 2. 6.5 2.707 | Atlantic Monthly 19.5 4,634 38.9 7 
4s ‘2.  Beeerrerre 11.0 4, 7.4 3,175 | Harpers Magazine 27.2 6,480 34.9 (VN 
eee Se eece wees és 107.3 67, 102.0 64,430 — - - —-—.- 
Front Page Detective 14.5 6, 9.9 4,232 Total Group .... . 60.0 13,536 85.7 l 2 
*Grade, Teacher, The...... 13.1 5, 21.7 0,568 OUTDOOR 
*Guide Detective Unit.... 3.3 2, 2.8 1,932 | American Rifleman 25.1 10,767 24.9 10.674 
| §*Hillman Detective Group a0 3; Field & Stream. : 34.2 14,661 52.7 2 rr 
i House Beautiful .....6.:.+. 60.3 38, 69.4 43,889 | Fur-Fish-Game ..... a 14.5 6,217 17.9 7 
| House & Garden......... $6.7 29,5 66.1 41,793 | Hunting & Fishing...... 14. 6,036 18.1 4 
| *iImprovement Era 20.5 8, 13.9 5,945 | Outdoor Life ........ wire 31.0 13,284 47.0 2 
Instructor ..........- 13.0 &, 19.6 2? ) Pern: 6 eed desecoeeesae - cae 15.0 j 
Mechanix Illustrated ...... 22.1 é,4 34.1 7,686 | CUSGOCOTSIER . 2 icsciccsccs 15.8 6,761 17.3 { 
Moose Magazine ..... aida 7.8 3,: 6.1 2,596 | ae errr rereire 21.7 9,289 40.7 l ‘ 
|*Motor Boating ....... 41.6 17, 65.8 28,440 — —-— 
| National Geographic ...... 24.3 5, 35.2 8,377 SOCRE GROUP .ccsccssscee B64 67,015 218.6 869 
Nation's Business 41.0 17, 55.6 23,859 MAIL ORDER . 
*Nature Magazine ‘ 7.0 2, 5.6 ee See oa re 3.5 2 
Open Road for Boys. aa H.4 3, 11.9 5,103 | Mother’s Home Life....... 2.4 1,683 2.7 12 
Popular Mechanics . 60.7 13, 71.7 16,051 | Woodmen of the World.... 1.6 698 a 10 
*Popular Publications .. ; 14.8 3,é 15.8 3,542 — _ — 
Popular Science ....... 52.7 ‘3. 61.6 13,801 een: SE cas nnesavire 4.0 2,381 3.4 1? 
Redbook .... : son 36.4 15,6 38.2 16,383 APRIL WEEKLIES 
Bf rer rrr rer ree 6.7 # 11.3 4,844) *American Weekly ....... 21.2 40,440 21.4 { ' 
| Scientific American ..... 10.4 1, 10.0 4,279 | Business Week ........... 180.4 T7407 157.3 67.50) 
EE Oe Tee 10.6 4,5 7.4 Ree TROT E. 8.54 002 ets 6rncK ane 124.0 84,346 184.4 125.413 
*Street & Smith Fiction Pa re eee ee 53.2 22,838 61.8 24) 493 
Pe Wracnn es 10.8 2,426 7.6 1.708 | Family Circle ; es 70.9 30,417 64.0 27 464 
ee re ; 27.5 11,833 39.0 16,789 | ‘Forbes , , ha és 19.0 8,151 33.3 14,29 
*Thrilling Group wa 18.6 4,158 17.9 1,005 | Grit 11.8 11,360 18.3 16.668 
Town & Country 41.7 28,014 54.8 36,789 | Liberty .. 65.9 23,992 77.1 3 7 
PROMVOL vesces , 3.9 2,484 9.6 6,052 | Life ...... : 208.5 141,743 245.7 167,072 
True Detective . hee 6.5 2 802 6.5 2.770 | ‘Look os 33.8 22 967 33.7 29 40] 
PROGMGHEE ss<20% re 35.6 22,515 61.4 38,780 | *Movie-Radio Guide ; 12.5 8,532 14.4 759 
} a a _ . joo, Se eee ees ee 133.9 57,461 149.9 64,320 
FOCAl GROUM oc ccvsvcers 1,131.6 547,577 1,431.7 705,666|*New York Times......... 160.0 38,356 120.0 24 S04 
| WOMEN'S MAGAZINES New Yorker .............. 156.2 67,018 197.2 84.593 
|*American Girl ........... 5.8 2,462 9.4 eS OY |) y eT eTeREeEETeTTr Tree 3.6 2,431 4.1 2 S16 
i*Charm .... i _ 18.0 7.722 20.5 8,794 | Saturday Evening Post.... 199.3) 135,515 286.7 194.927 
| Glamour ......... es s2.0 13,719 38.2 te eR | er re 14.7 6,323 19.1 S180 
|} Good Housekeeping .. 85.7 36,765 106.6 CR Pen Pee WOOE. cchencevececes 37.5 31,873 32.6 3 Su 
| Harper’s Bazaar ..... 71.9 48,302 81.7 Je Eker ger r eee os ee 3 101,384 259.7 111,42 
Holland's P 8.5 6,450 OLS 7,440 | *United States News, The. a } 33,153 69.1 29 657 
Seer ren CP és hinacouse 32.2 13,527 31.7 13,318 — SS 
SRO bbs ce scieageatenve 14.6 9,893 19.0 12,920 ee GENO. kc ecmdescian 1,810.0 945,707 2,049.8 1,110,126 
| Ladies’ Home Journal. 77.9 52,981 $2.9 56,370 — 
| Mademoiselle .......... 114.1 48,950 183.6 78,747 *Figures furnished by publisher. 
| McCall's Tuer CLT TT Tee 55.1 37,443 72.3 49,141 tThree issues 1941, 
Modern Romances (MM) 33.1 14,197 27.3 11,703 | ‘Five issues 1941. 
Modern Screen (MM)... 34.8 14,923 tS 13,524 al942 format 850 lines; 1941 format 1,030 lines. 
| Motion Picture (F).... 31.4 13,176 t0.1 12,633 iSemi-monthly. 
gp 4, 2 Bt g PePeeeeerere 31.6 13,270 41.1 13,080 §Not included in total. 


Magazines Show 
General Linage 
Decline for May 


Chicago, May 13.—Women’s and 
|/mail order magazines for May and 
| April weeklies provided the only 
| bright spots this week in the maga- 
| zine linage field, and all groups ex- 
cept mail order showed losses for 
| the month, according to a tabula- 
tion by ADVERTISING AGE based on 
reports from Publishers’ 
|tion Bureau. 
| General magazines, totaling 547,- 
|577 lines for May, extended their 
|decline to 22.4 per cent compared 
| with the same month of last year, 
when their linage totaled 705,666. 
Women’s magazines, with a total of 
616,604 lines for May, 1942, were 
off 12.2 per cent compared with 
702,671 lines in 1941, but managed 
to improve on last month’s com- 
parative position, when the loss 
amounted to 16.3 per cent. Stand- 
ard magazines, dropping still lower 
than their April figures, totaled 
13,536 lines for May, a drop of 31.4 
per cent from the comparative fig- 
ure of last year, 19,724 lines. The 
outdoor group, with a total of 67,015 
lines, was off 28.6 per cent com- 
pared with May, 1941, with 93,862 
lines. Mail order magazines, re- 
versing a loss of the previous 
month, netted a 7.6 per cent in- 
crease with 2,381 lines compared 
with 2,212. 

April weeklies, with a linage to- 


| tal of 945,707, were off 14.8 per cent 


from the 1,110,636 total of last year, 
but the percentage was less than 
the 17.6 figure reported for March. 


To Brisacher, Davis 


Dairy Belle Farms has appointed 
Brisacher, Davis & Staff, San Fran- 
cisco, to begin immediate produc- 
tion of “Hospitality House Party,” a 
new radio show which will origi- 
nate in San Francisco’s Hospitality 
House for service men 


Informa- | 


Issues Bicycle Booklet | Merges with Sterling 
Shelby Cycle Company, Shelby,| Ralph S. Reubin, head of Ralph 
O., has issued a “conservation”|s Reubin, New York, has merged 
|booklet entitled, “How to Take his company with Sterling Adver- 
|Care of Your Bicycle,” which is/tising Agency, New York, and has 
|Slanted to help dealers build desir-| joined Sterling as account execu- 
able repair business and at the same | tive. 
—_ aid cyclists in making minor | ae 
adjustments that add to the life of : 
the bicycle. Two advertissments |= W. Miller Promoted 
have brought 8,000 requests for | R. W. Miller, who has been con- 
free copies to date. Howard Swink | nected with Pittsburgh Plate Glass 
Advertising Agency, Marion, O.,|Company for 12 years, has been ap- 
produced the book in collaboration | pointed manager of the technical 
with the company’s service depart- service department of the company’s 
ment. Columbia Chemical division. 


ee 
‘Williams Names Agency 

McDonald-Cook Company, South 
Bend, has been appointed merchan- 
dising counsel for the Williams 
| Company, Kokomo, Ind., maker of 
Bouffont, a new type product for 
washing fabrics, and O-Gee, an all- 
purpose household cleaning com- 
pound. 
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FM Broadcasters 
Reveal Optimism 
in Zenith Survey 


Chicago, May 14.—Although pro- 
duction of receivers and broadcast- 
ing equipment for frequency modu- 
lation has been frozen for the 
duration, FM broadcasters and set 
makers are generally optimistic 
about FM’s situation, and are look- 
ing forward to the day when FM 
can step out and take its place in 
the radio sun. That is the summary 
of a survey just completed by Zen- 
ith Radio Corporation. 

Returns on the Zenith question- 


naires, Which were mailed to all 
broadcasters, experimental and 
commercial, were very high. 


Twenty-one out of 22 operating 
commercial stations returned ques- 
tionnaires; six of 10 experimental 
stations complied; 20 of 35 commer- 
cial stations under’ construction 
complied; and 17 out of 33 appli- 
cants for licenses answered the 
query. 

Stations will continue to go on 
the air, although materials are cur- 
tailed and scarce, and eight per cent 
ff stations now operating are using 
a temporary set-up. Studio equip- 
ment is a bottleneck, but many of 
the FM stations used facilities of 
their standard band “sisters.” 

According to Zenith, the average 
FM station is on the air 11 hours 
and 20 minutes a day, is licensed to 
use 13,190 watts output, and is uti- 
lizing only about 5,950 watts. The 
average station is located on a tall 
building, but if the transmitter is in 
the country, the average distance to 
the studio is just under 18 miles. 
The average FM station does not 
sell time—only 41 per cent do. 
All expect to sell in the future. 

Both spot announcements and one 
or two hour programs are listed as 
“producers” by stations. Chief ob- 
jections uncovered by the survey 
showed the station men considered 
sales slow because of (1) number of 
receivers out, (2) small listener 
audience size. There is a pre-dis- 
position among FM casters to coast 
until after the war, when it is be- 
lieved there will be a rush toward 
FM and the commercial end of the 
peration will adjust itself. 

The only shutdown 
the experienmental rig of a radio 

anufacturer. In this case, person- 
nel was needed to aid in production 


f war materials. Zenith, summing 


so far was 


up, believes that FM broadcasters 
are “smart to hold their forts so 
well. Peace will find them ahead in 
the greatest ‘radio rush’ we have 
ever seen.” The survey was con- 
ducted under the supervision of 
N. H. Terwilliger, Zenith’s sales 


promotion manager. 


In St. Louis 


an Any Other 
twork Station 


Awards for Aid 


in War Effort 
Go to Stations 


Cleveland, May 14.—The William 
B. Lewis award for the most effec- 
tive education of a radio station's 
audience concerning the war effort, 
presented here this week in connec- 
tion with the annual station promo- 
tion competition sponsored by the 
National Association of Broadcast- 
ers, went to WGY, Schenectady, in 
the super power class, along with a 


special award to WOV, New York, | 


for foreign language programs, and 
to WLW, Cincinnati, for excellence 
of news service. 


The award in the regional classi- 
fication under this division was 
given to WAAB, Boston, and in the 
local classification to WIBX, Utica. 

The William B. Lewis award for 
the most effective inspiration of the 
radio audience to continued support 
of the war effort was won by 
KMOX, St. Louis, in the super 
power class and by KGO, San Fran- 
cisco, in the regional class. No local 
award was made. In this division, 
however, the jury gave special 
mention to all radio stations for the 
outstanding cooperation given to 
bond sales. 


WBBM and KMBC Honored 

The certificate of award for dis- 
tinguished conduct of civilian de- 
fense activities went to WBBM, 


Chicago, in the super power class 
and to KMBC, Kansas City, (with 
special comment on the excellence 
of a program idea based upon a 
quiz show which stimulates think- 
ing on the part of listeners) in the 
regional class. WEEI, Boston, was 
given special mention in the regi- 
onal class, and WFPG, Atlantic City, 
won the honors in the local class. 
Certificates of award for impor- 
tant contributions to the progress 
of the art of broadcasting went to 
WCCO, Minneapolis, in the super 
power class, with special mention in 
this class to WOR, New York, for 
pictorial excellence in publication 
advertising, and to WLW, Cincin- 
nati, for its current business paper 
campaign, “Why Advertise in Total 
War.” In the regional class the 


winner was WEEI, Boston. 

The jury of awards was com- 
posed of Douglas Meservey, Office 
of Facts and Figures; Frederic R. 
Gamble, managing director, Ameri- 
can Association of Advertising 
Agencies; and Paul B. West, presi- 
dent, Association of National Ad- 
vertisers. The NAB committee in 
charge of assembling the exhibit 
was headed by M. F. Allison, WLW, 
Cincinnati. 


WTMA Boosts Power 


Station WTMA, Charleston, S. C., 
member of the NBC-Red network’s 
Southeastern group, has increased 
its day and night’ broadcasting 
power from 250 to 1,000 watts, op- 
erating on the frequency of 1,250 
kilocycles. 


y 


of America 


0 the Sales Exceeutives 


DESIGNED FOR YOU... .““TOOLED UP” FOR TODAY’S SELLING STRATEGY 


This working tool of the New York market en- 


operation, 


ables the sales executive to become truly the 
architect of his sales structure. 

He has before him the factual basis from 
which to make decisions and formulate plans: 
to meet the daily challenges of wartime sales 


The judgment and experience of leading 
New York sales managers was the chief influ- 
ence affecting the book's design and content. 

Every block of New York City had to be 
walked to get the raw material out of which 
this book has been built. More than 60.000 re- 


tail outlets were interviewed—divisions. shop- 


THE 
THE 


ping centers and streets were routed. located 
and mapped before this study took shape. 


Every town of a thousand population, and over, 


in the 50 mile area was covered. 


Out of all this a basic pattern emerges... a 


pattern comprised of logical. workable units 


easily adaptable to any sales manager's own 


needs and purposes. 


There is nothing theoretical or academic 


about it. Here is an actual working plan for con- 


ducting selling operations. ... \ working man- 


ual for Sales Control of the New 


York Market. 


A limited number of copies available for 


presentation in person by appointment. 


RODNEY E. BOONE 


New York, Chicago, Detroit, Pittsburgh, Boston, Philadelphia, Baltimore. San Francisco, Los 


New York Journal-American 
NATIONALLY REPRESENTED BY ORGANIZATION 


Angeles, Seattle 
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ADVERTISING AGE 


Opens New Offices 


The Chicago Select Newspaper 
Group, a group of 79 newspapers in 
the Chicago area, has opened offices 
at 40 East 49th street, New York, 
under the co-managership of Albert 
H. Walsh and Charles A. Pope, a 
Philadelphia office at 700 South 
Washington Square, under direction 
of Duncan Macpherson, and a West 
Coast office at 15 East de la Guerra, 
Santa Barbara, with Warwick S. 
Carpenter as manager. 


Kilbourn Appointed 


K. M. Kilbourn, Wickett and 
Craig, Toronto, has been named 
chairman of the Ontario division of 
Canadian Manufacturers Associa- 
tion. 


Flynn to WSNY 


Edward F. Flynn, formerly with 
the radio department of Leighton 
& Nelson Agency, Schenectady, has 
been appointed program manager of 
WSNY, Schenectady, which will 
begin broadcasting in mid-summer. 


New Jersey is Going 
Places... BY BUS 


Tire saving motorists, workers 
(700,000 in war plants alone), 
shoppers, movie goers-- 


> 1,370,000 DAILY < 


Ride the 3,000 Public Service buses. 
Circulation is up 350,000 daily in 1942 
and mounting. 


For Statewide Coverage 


Use Bus Cards 


PUBLIC SERVICE 


Bus Advertising 
NEWARK, N.J.  § MArket 2-7000 


A-B912-A 


Machine Makes 
Possible Direct 
Container Labeling 


Cleveland, O., May 12.—A new 
phase of the effort 
paper was disclosed this week by 
Designers for Industry, Inc., which 
announced a new machine for ap- 
plication of labels directly to cans, 
bottles and other containers, thus 
eliminating the paper label. 

The new machine is called the 
Koloprint, and is capable of print- 
ing one to four colors directly on 
containers at about one-half the 
cost of present methods, Charles H. 
Oppenheimer, company president, 
asserts. According to Mr. Oppen- 
heimer, no litho stones, set type, 
zine plates, off-set blankets or silk 
screens are employed. The machine 
uses two synthetic gum plates for 
each color desired at a cost of about 
$1.25 per plate. 

Color may be superimposed on 
the machine, and permanent label- 
ing and labeling with washable inks 
are possible. Output speed ranges 
from 50 to 100 items a minute, and 
a photo-electric cell device prevents 
printing on the seam of the can. The 
machine will accept containers from 
two to 14 inches in length, and from 
two to five inches in diameter. It 
requires 45 to 60 minutes to set up 
or change plates if the type and size 
of container remains the same, and 
about three or four hours if a dif- 
ferent container is to be labeled. 


Issues New Publication 


A new employe publication, “The 
Press,” has been issued by Mullins 
Mfg. Company through the adver- 
tising department of the Youngs- 
town Pressed Steel division. 
Through this medium, there will be 
citations for outstanding production 
and announcements of various 
drives and slogan contests. 


To Parker-Allston 


W. C. Rhoades, formerly in 
charge of advertising for Marine 
Office of America, has joined 
Parker-Allston Associates, as ac- 
count executive for the Marine 
Office account. 


PeKKKEKKEKEKEKKRKKERE | 


YOUR SHOWS CATCH ON 
QUICKER OVER 


WFBR 


BALTIMORE 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 
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| 


| 
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to conserve 


Sennen 


Getting Personal 


Vernon Pribble, manager of WTAM, Cleveland, was credited with 
having originated the idea for the Hawaiian party held at NBC 
studios in Cleveland May 12 as one of the chief entertainment fea- 
tures of the NAB convention. The studios were colorfully decorated, 
and the combination of leis for the guests and Hawaiian music and 
hula dancing was unusually good showmanship. . . 

Freda Manley, outstanding student in the advertising night classes at 
Northern Vocational School, Toronto, was given the yearly Mabel 
Crews Award by the Women’s Advertising Club of Toronto. . . George 
Schwin, Jr., editor and co-pub. of the Tribune, Rockville, Ind., mar- 
ried his society editor, Dorthe McNeil, April 30. . . Pilot Officer Philip 
Clive Budd, with A. McKim, Ltd., Toronto, before joining the Air 
Force, is reported missing in air operations. He was with the 419th 
Bomber Squadron. . 

J. D. “Jack” Falvey, owner and manager of KBIZ, Ottumwa, Ia., 
will be inactive for the next eight months while he recuperates from a 
heart attack which struck him while on the air. . . C. L. Menser, for- 


= - merly central di- 
SCOTT POSTER AIDS USO DRIVE 


vision program 
3 A 


manager for NBC 
in Chicago, mar- 
ried Irene Sexton 
in New York, May 
3... 8 & Mee 
Carty, Pittsburgh 
adclub prexy and 
a.m. for Philadel- 
phia Company and 
subsidiaries in the 
Smoky City, is 
hospitalized in the 
University of 
Michigan hospital, 
Ann Arbor... 
Add Robbing the 
Cradle: A week 
after Harry D. 
Goodwin, sales 
prom. mgr. of 
WBZ and WBZA, 


Artist Howard Scott (standing) is presenting to USO 
Campaign Chairman Prescott S. Bush his original painting 
of the 1942 USO war fund campaign poster, to be used 
also as car cards, panel posters and display pieces in 
the drive which opened last week. It seeks $32,000,000. 


the proud father 


he received an or- 


age... 

E. A. W. Schulenberg, space buyer and secretary of Gardner Adver- 
tising Company, St. Louis, started his 38th year with the company 
on May 8... 

Not so long ago Bill Johnston, assistant to George Fry, NBC-Red’s 
general sales service manager, got into the war via Pan American 
Airways to manage a flying field “somewhere overseas.” Before de- 
parting he was given a farewell present by Compton Advertising—a 
batch of P & G products all done up pretty-like in red ribbons. As 
things have turned out, Compton probably couldn’t have made a 
better choice, for if Bill is in the part of Africa his NBC friends think 
he is, those soap gifts will come in mighty handy.. . 

Suspicions are rife that the capabilities of McGraw-Hill promotion 
managers aren’t always confined to such mundane matters as business 
papers, as witness the recent marriage of Bayard Sawyer and Shirley 
Payne. Mr. Sawyer is p.m. of Power while the new Mrs. Sawyer is 


secretary to E. J. Tangerman, promotion manager of American Ma- 
The newlyweds have just returned from a honeymoon in 


chinist. 
upstate New York... 

James C. Nance, Jr., publisher of the Democrat, Hobart, Okla., has 
been removed from the Hobart hospital to Purcell, Okla., to recuper- 
ate from a recent leg amputation. 


couver, has been named air raid 
precaution 
nce... 

Frances Rice, copy editor of 
WIL, St. Louis, is teaching first 
aid to a civilian defense emer- 
gency squad. .. Curtis B. John- 
son, pres. and pub. of the Ob- 
server, Charlotte, N. C., and Mrs. 
Irving Harding McGeachy were 
married May 2 at the Waldorf 
Astoria. .. 

Add oddities: Douglas Arthur, 
program director of WIBG, Glen- 
side, Pa., has a unique wall 
papering scheme. He wrote a 
story, deliberately making it odi- 
ous from a literary standpoint. 
With rejection slips from the 
magazines to which he submitted 
the limburger, he accumulated 
enough paper so that three walls 
of his den are now covered. If 
the rejection slips continue, Mr. 
Arthur will have his study com- 
pletely papered with “not suit- 
able for our purpose” memos. . . 

The trophy cup awarded by Associated Business Papers to the win- 


AT NAB MEET 


chief for the prov- 


Talking it all over at the NAB convention 

in Cleveland last week are (left to right) 

Arch H. Robb, WIOD, Miami: R. H. 

Moody, WHIO, Dayton; and John Out- 
ler, WSB, Atlanta. 


ner of its annual golf tourney was garnered this year by Dick von 
Schrenk, vice-president of National Provisioner, who nosed out J. K. 
Lasser, publishers’ accountant. The finals were held at Seaview Golf 


Club, Absecon, N. J... 


Frank Macintyre, publisher of the Dundalk Herald, was awarded 


! ally given by the Toronto 
kly newspaper published in a town of less than 


The award was 
made by Gregory Clark, son of the late Joseph T. Clark, for many 


the Joseph T. Clark Memorial Trophy, annu 
Star for the best wee 


1,500 population, for the second consecutive year. 


years editor-in-chief of the Star, for whom the award is named... 
G. Edward Pendray, assistant to the president in charge of public- 
ity and advertising, and James Boyd, Eastern district manager, re- 
cently received the Westinghouse Order of Merit, presented by West- 
inghouse Electric & Mfg. Company to so 
order’s inception in 1935. . . 


Boston, became 
of Priscilla Mary, 
nate brochure 


from McGraw-Hill, urging him to buy “Marriage for Moderns,” de- 
scribed as a book a father should give a daughter of marriageable 


. W. C. Mainwaring, head of the 
merchandising division of B. C. Electric Railway Company, Van- 


May 18, 1942 


Bristol-Myers Co. 
Renews Cantor, 
"Mr. D. A.’ Shows 


New York, May 13.—Bristol-My- 
ers Company has renewed “Time :, 
Smile,” with Eddie Cantor, ang 
“Mr. District Attorney,” heard over 
the NBC-Red network, for another 
year effective July 1. 

“Time to Smile” is heard from 9 
to 9:30 p.m., EWT, over 86 NBC. 
Red stations for Ipana and Sa) 
Hepatica. “Mr. District Attorney” 
is aired in the 9:30 to 10 p.m. spot, 
following the Cantor show, for \Vj- 
talis. Young & Rubicam is the 
agency for the “Time to Smile” pro- 
gram while Pedlar & Ryan directs 
the Vitalis account. 


Shifts “How’m I Doin’?” 


R. J. Reynolds Tobacco Company 
has shifted the time of its Bob Hawk 
program, “How’m I Doin’?” from 
Friday, 7:30 to 8 p.m., EWT, to 10 
to 10:30 p.m. on the same evening. 
The rebroadcast, formerly heard at 
10:30 p.m., EWT, has been dropped, 
Aired for Camel cigarets and Prince 
Albert smoking tobacco, the pro- 
gram is still heard over a CBS net- 
work of 106 stations. Wm. Esty 
& Co. is the agency. 


Drops Rebroadcast 


Quaker Oats Company will shift 
the time of “That Brewster Boy,” 
heard over 67 outlets of CBS, to 
Fridays from 9:30 to 10 p.m., EWT, 
effective June 5. The program wil 
not be rebroadcast. Currently heard 
Wednesdays from 7:30 to 8 pm, 
with a rebroadcast at 12 midnight, 
the program is presented for Quaker 
food products. Ruthrauff & Ryan is 
the agency. 


Celanese Changes Time 


Celanese Corporation of America 
will shift “Great Moments in Mu- 
sic’ from Wednesdays, 10:15 to 
10:45 p.m., EWT, to Wednesdays 
from 10 to 10:30 p.m. starting May 
20. The show is aired over 59 CBS 
stations for Celanese products. 
Young & Rubicam is the agency 


War Booklet Issued 


General Mills has issued a new 
booklet, ‘‘War Work, a Daybook for 
the Home,” the third in its series of 
contributions to the war. The book- 
let, which covers food, buying, con- 
servation and salvage, is being dis- 
tributed through national women’s 
organizations. 


Johnson to Bell Aircratt 


Hugh R. Johnson, formerly in 
charge of advertising for Buick Mo- 
tor Division of General Motors Cor- 
poration, has been named adver- 
tising manager of Bell Aijrcraft 
Corporation, Buffalo. 


-+. IN QUALITY coven) 


M ANY advertisers place 
POWER PLANT ENGINEER: 
ING at the top of their sched: 
ules because its extra thor 


me 200 persons since the 


ough, extra-helpful editorial 
service appeals to top eng! 
neers. and because yea 


after year it sets the pace 
in reader 


responsiveness. 


POWER PLANT 


ENGINEERING 


53 W. JACKSON BLVD., CHICAGO 


Abe ABP 
% The multiplied demands 
for power in the nations 
war equipment building pro 
aram makes POWER PLANT 
ENGINEERING o@ “must 
medium in a “must” mertet. 
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SW APPING VIEWS suitable analysis to distinguish be-| visions for the determination of al- rn mary Lone number of years with Rudy Vallee 


tween possibly admissible and in-|lowable cost items in accordance as announcer for Standard Brands’ 
admissible costs.” with this decision, known as TD Ca Fleischmann’s yeast show, and la- 
A following section, made up of a | 5000. Radio reer of ter appeared on the Texaco pro- 


single sentence, has this to say! The introduction to the handbook gram with Ed Wynn. His voice was 
about selling and advertising ex- points out that “principles outlined Graham McNamee also heard on Chevrolet's extensive 


penses of independent sub-contrac- | herein are directed to the validity. New York, May 12.—Graham “Musical Moments” series of spots. 
| tors: “The considerations relating to| of items of cost as components of McNamee, veteran radio announcer , “t the time of his death, Mr. Mc- 
the admissibility or limitation upon the total contract cost, without re- and broadcast reporter, died last Namee hoses rovage—d of oa oe 
ordinary and usual commercial sell- gard to their status as allowable de- weekend at St. Luke’s Hospital. He Elsa Maxwell s “Party Line,” spon- 
ing and advertising expenses may | ductions from taxable income for was 53 years old. Death was due to ache ~ te unas Network by 
have different aspects in the case of the purpose of computing federal an embolism of the brain following alston Purina Company. 

sub-contractors than in the case of | income taxes.” his admission to the hospital for a 
'prime contractors dealing directly Although the booklet does not streptococcus infection. SERVICE PLAQUES 
with the government.” identify its author nor even the de- During his 19-year career as an HONOR Stimulate Public Interest, Boost 
The booklet itself is an explana-| partment in which it originated, it announcer for National Broadcast- Morale with our suiliully cost 


R VICTORY HONOR ROLLS 
| tion of a Treasury Department deci-| was learned that the material was ing Company, Mr. McNamee cov- + = COSTS MODEST 
|sion issued to carry out the profit| prepared under the direction of Eric ered the outstanding sports events, Send for Illustrated 
limitation provision of the former} A. Camman, chief, and Maurice E. | political conventions and many of ARMED Literature. 


: ‘ : 5" ; . U. S. BRONZE SIGN CO. 
Vinson-Trammell act, since many | Peloubet, assistant chief, accounting | the most important news stories of FORCES 574 Broadway, New York, N. Y. 


Edgar Kobak, vice-president and general Army and Navy contracts carry pro- | advisory branch, WPB. the period. He was on the air for a serenene Cassi ©-6r05 
manager of the Blue Network, and 
Jimmy James, sales promotion manager, 
exchange views at the NAB convention. 


Ad Costs Under 
U. S. Contracts 


Discussed in Book 

Washington, D. C., May 15.—New 
light on the admissibility of adver- 
tising as an allowable cost under 
government contracts has been cast 
by an obscure booklet compiled by 
the accounting advisory branch of 
the WPB and placed on sale at the 
Government Printing Office, it was 

, learned today. 
The handbook is entitled: “Ex- 


! planation of Principles for Deter- 
| mination of Costs Under Govern- 
; ment Contract.” The WPB link is 
, not revealed in any way. An intro- 
‘ duction explains that the booklet 
S has been prepared to present in 


basic outline the principles “accord- 
ing to which costs may be deter- 
mined under contracts with the 


a United States government for sup- 
, plies of the War and Navy Depart- 
0 ments.” 


Advertising is dealt with in a 


y chapter headed “Limitations on Ad- 
S missible Costs.” The pertinent sec- 
m tion reads: “As a general rule ad- 
vertising is an inadmissible item of 
cost, on the reasoning that advertis- 
ing is not required in order to do 
' business with the government. How- 
: ever, certain kinds of advertising of 
if an industrial or institutional char- 
- acter, placed in trade or technical 
\- journals, not primarily with the ob- 
4 ject of selling particular products 
s but essentially for the purpose of 
offering financial support to such 
trade or technical journals, because 
they are of value for the dissemina- 
7 tion of trade and technical informa- 
~<a tion for the industry, are not really 
r- an advertising expense to effect 
. sales so much as an operating ex- 
itt 


pense incurred as a matter of policy 
for the benefit of the business and 
the industry. Here again the con- 
tractor’s accounts should provide for 


PRINTING 


Leading Agencies Rely on 


Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 


[OW that the war's over, I hear it’s pretty tough sleddin’ for folks 
in some sections. 


“Me, I wouldn't know. Back in'42 we were plenty busy up here in Syra- 
cuse. Almost every plant in town was ‘all out’ on war production, workin’ 
three shifts regular. They even built sixty million bucks worth of new plants 
and brought in some fifteen thousand workers from outside. "Course, now 
all these plants are back makin’ peace-time stuff again—but by jiminy, 
we're workin’ harder now than we did durin’ the war. 


are regularly producing for 


leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing—all under 
ONE roof. Phone or write to 


“Heard some of the Front Office boys the other day talking about ‘widely 
diversified industry and foresighted management make Central New York 
a stable, wealthy market under all economic conditions.’ Holy cats—I'd 
hate to be a big shot if I had to sling a line like that. I'd rather stay like 
I am now. I got a wife, kids, a home and a good-payin’ steady job. I got 
money in the bank and enough cash in my pocket to buy almost anything 
I set a fancy to. 


The Faithorn Corporation 
504 Sherman St., Chicago 
Phone WA Bash 7820 


* Employees of The Faithorn Corporation 
subscribed 100% for Defense Bonds 


“Times are tough? Mister, not for me they ain't.” 


FOP ICTORY 
s BUY 
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Funds Ready for 
Salvage Campaign, 
McClintock Says 


(Continued from Page 1) 


ernment in the prosecution of the 
war” are in the process of develop- 
ment under the Advertising Coun- 
cil’s auspices, and predicted that be- 
fore long these projects will fan 
out through the nation’s advertis- 
ing structure so that every skill and 
every facility in the advertising 
field will be definitely and actively 
involved. 

Painting a backdrop for the op- 
erations of the council, Dr. McClin- 
tock pointed out that the organiza- 
tion was set up for the single 
purpose of providing the means of 
marshalling the forces of advertis- 
ing so that they may be of maxi- 
mum service in the prosecution of 
the war. There are no reservations 
and no additions to this objective, 
he insisted. 

The need for a coordinating or- 
ganization, which could unify the 
efforts of all associations, all media 
and all elements of the advertising 
industry in a coordinated all-out 
effort to be of maximum service in 
helping win the war, is apparent, 
Dr. McClintock said. He pointed 
out that a truly effective job cannot 
be done if each medium or each 
type of medium or each segment of 
the field works without the coordi- 
nation and assistance of all other 
segments of the industry, and he 
said that the same thinking applied 
to the government itself. Each 
agency in Washington naturally 
conceives of its own job as the most 
important, he said, and _  conse- 
quently seeks all the publicity and 
all the assistance it can get. 


To Aid All 


He pointed out that the Advertis- 
ing Council has no intention of act- 
ing as a barrier against any indi- 
vidual or any group of advertising 
interests in Washington, but that on 
the contrary its function is to pro- 
vide a channel of communication so 
that all in the industry may learn 
authoritatively what is most needed, 
and may participate in a carefully 
integrated program. 

For example, he said, before cre- 
ation of the council radio was 
deluged with requests for govern- 
ment time, from scores of agencies 
all seeking as much as they could 
get for themselves, with the result 
that it was impossible to supply 
enough time to fill demands, and at 
the same time the very real danger 
of “audience war fatigue” de- 
veloped. 

Recognizing this situation, the Ad- 
vertising Council was effective in 
developing the fundamental basis 
for the government time pool which 
has now been in operation for two 
weeks, and which is designed to 
prevent overloading and fatigue on 
audiences, and at the same time 
evaluate intelligently the demands 
of the many government agencies. 
Parenthetically, he reported that 
when the time pool was set up, 183 
advertisers were asked to cooperate 
by giving a part of their regularly 
scheduled commercial time to gov- 
ernment messages, and 180 an- 
swered the call immediately. 

Helping Stamp Campaign 

The Advertising Council now is 
working to pep up the sale of war 
bonds and stamps, on invitation of 
the Treasury Department, and some 
of its efforts will be put into use 
within a few days. Dr. McClintock 
pointed out that if there is not a 
substantial upturn in bond and 
stamp sales within the next 60 days, 
compulsory savings of some sort 
are inevitable. “When the material 
developed by the Advertising Coun- 
cil goes into use, compare it with 
the low-pressure material which 
has heretofore been used, and then 
decide for yourself how well adver- 
tising can perform a job of this 
nature,” he said. 

He also declared that the Adver- 
tising Council has been successful 
in unfreezing at least $2,000,000 in 
advertising programs of private in- 


dustry which wanted to feature war 
assistance themes of various kinds, 
but which had previously been un- 
able to get clearance from the par- 
ticular government agency involved. 
“When the war is over, what will 
be the place of free American en- 
terprise in this country?”, Dr. Mc- 
Clintock asked. “Remember that 
its future will be vastly greater if 
we demonstrate our ability and our 
willingness to serve now.” 


AD COUNCIL LISTS 
ITS OBJECTIVES 

New York, May 14.—In the first 
formal statement regarding its war- 
time aims since its inception, the 
Advertising Council listed this week 
its functions and objectives in aid- 
ing the war effort. 

Recalling that the council was 
formed to help the government and 
the advertising industry get to- 
gether for the common good, it re- 
minds “every man or woman en- 


he may consider himself a council quire.” 


OFFICERS OF NETWORK AFFILIATES, 


Key men of this radio group at Cleveland include Hulbert Taft, Jr.. WKRC, 
Cincinnati, vice-president of the NAI; Eugene Pullman, WIRE, Indianapolis, 
president; William J. Scripps, WWJ, Detroit, secretary-treasurer; and Stanley 


Hubbard, KSTP, St. Paul, chairman of the legislative committee. 
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outdoor and radio industries. 

The council intends to function ; 
a clearing house of information an 
an interpretive agency; as a coo) 
dinating factor in the more effecti, . 
use of sponsored radio facilities a; 
printed advertising; as an organiz; 
tion which makes available volu; 
teer aid by individuals or grou; 
when requested by the goverr- 
ment; and as a consultant to 
U. S. on problems involving adve,- 
tising as a medium of communic. - 
tion. 

Listing current subjects of - 
portance for advertising the: 
the council cited these three pn 
groups: the “good citizenship” |; 
American business—the advert <- 
er’s social responsibility of relating 
his activities to the nation’s wartime 
needs; advancement of the idea of 
“total war” in defeating an wun- 
scrupulous enemy and preser\ ng 
freedom; and aiding the war effort 


; /in such specific ways as spur 
gaged in any phase of advertising affiliate “to be called upon for vol-| tions, $20,000 was pledged each by | 
anywhere in the United States” that unteer services as circumstances re-| the Four A’s and ANA, and $15,000 
To finance council opera-|each by the magazine, newspaper, | 


immediate production of war mite 
rials; salvage of vital materials: -ale 
of war stamps and bonds; stres-ing 
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good nutrition; explaining reasons 
for rationing and reasons against 
joarding; conservation of cars, tires, 
electricity, clothing and household 
equipment; aiding the Office of 
Civilian Defense; guarding against 
“Joose talk”; and exposing and 
counteracting enemy propaganda. 
The council intends to make avail- 
able detailed information on these 
and other subjects to all interested 
pa t1es. 


Rollins Names Hawkes 

Frances Hawkes, most recently 
fashion coordinator and director for 
Wm. H. Block Company, Indian- 
apolis department store, has been 
named advertising and fashion di- 
rector of Rollins Hosiery Mills, with 
duties tying in closely with Rollins’ 
new fashion expansion program for 
both hosiery and underthings. 


To Aeronautical Paper 


Ernest Regel, formerly of the 
Wall Street Journal and the Brook- 
lyn Eagle, has joined the advertis- 
ing staff of Aeronautical Engineer- | 
ing Review. , 


The Listening Post 


Congressional leaders are putting 
out feelers on a mid-summer recess. 
Unless they discover that their con- 
stituents insist upon their swelter- 
ing in Washington in July and Au- 
gust with practically nothing to do, 
an adjournment is likely during 
those months. The current guess is 
that the House will have passed a 
new tax bill by July, and that other 
important pending measures will be 
shoved through before that. The 
Senate finance committee is ex- 
pected to take as long as two months 
to rewrite the tax bill the House 
passes, and the remaining Senators 
—excepting members of a few other 
committees —could go back home 
and mend political fences. Although 
most of the nation may have for- 
gotten that there is an election in 
the fall, Washington has that fact 
constantly in mind. 

Ba a: B 
officials are 


Government finding 


it hard to keep from being too op- 
timistic about war production. Many 
WPB officials who figuratively 
threw up their hands in despair 
when the President’s 1942 produc- 
tion goals were first announced last 
January now worry only about how 
much that level can be exceeded. It 
is even feared that when new plans 
now under construction begin pro- 
duction next fall, output will have 
to be held below capacity because 
of material shortages. Numerous 
recent orders tightening restrictions 
on iron, steel, copper, brass and 
other materials demonstrate that 
fear. Officials also foresee the day 
when further conversion of peace- 
time plants will not be feasible, 
since existing factories will be 
chewing up all available materials. 


Can you imagine a manufacturer 
holding a huge sales meeting and 
taking a solid year to get a report 


of what transpired off the presses? 


|The government is hardly a manu- 
\facturer but the National Nutrition 


Conference held at the behest of the 
President in May, 1941, had many 
aspects of a sales meeting. But the 
wheels of government turn so 
slowly even in wartime that the 
chief feature of the observance of 
the first anniversary of the confer- 
ence May 24-30 will be the distribu- 
tion of printed copies of the pro- 
ceedings of the year-old confab. A 
few radio plugs will be the only 
other type of celebration. 


we 


One of the principal off-the-rec- 
ord discussions of radio engineers 
and executives at the NAB conven- 
tion in Cleveland last week related 
to the prospects of serious difficulty 
in maintaining service because of 
the current shortage of power tubes 
for transmitters. Stations normally 
carry spares sufficient to take care 
of six months’ requirements, but 
many have been unable to get de- 
liveries for a much longer period. 


Current priority ratings for station | 


taged a Comeback 


BECAUSE HE NEVER WENT AWAY! 


The whole industry will be talking someday about the 
comeback of John Preston and his product. They'll re- 
call how although it was buffeted by priorities. wounded 
by rationing, and finally killed off for the duration, he 


guided it right back to the Lop at the close of the war. 


But they ll be wrong when they call it comeback. Because 


in the truest sense of the word neither John Preston nor 


medium entering the home. 


And the Blue is now 
“moving in” to more homes more often with new sta- 
tions, greater power anda program policy new to network 
radio. The Blue program department now draws freely 


upon the skill of leading independent program producers 


to bring even greater variety and competitive showmanship 


his product ever went away. He kept desire for his brand 


alive all during the war years —over the radio. 


John Preston staved on the air because he knew it was 


advertisers are using the Blue in 1942! 


to Blue Network programs. No wonder more and more 


If you want to keep “em remembering your product, your 


brand name, call in your Blue salesman. You'll find that to- 


the most economical means of obtaining national cover- 


ave. He did not forget, as so many of us do today, that 


radio had been hailed as the No. | good will builder, 


long before it won its place as the most efficient of all 


veiling mediums. 


lhe Blue is a natural choice of manufacturers who want 


to “keep “em remembering.” It reaches all income 


Lroups, at the lowest per-ftamily 


1M, y 
cost of any 


dav. more than ever, it’s easy to do business with the Blue! 


Blue Network ¢ vompany, \ Radio Corporation of America Service 


| istrator 


equipment are not high enough to 
compete with government require- 
ments, which are enormous, and 
hence stations are already con- 
fronted with the problem of tube 
conservation. Reducing transmitter 
power is believed to be a much less 
satisfactory solution than cutting 
the number of hours a station is on 
the air each day. 
oa * * 

A complete overhauling of the 
nation’s patent system is in pros- 
pect, as an outgrowth of investiga- 
tions now being made by the Senate 
patents committee. This committee 
began current hearings with the 
idea of reporting legislation which 
would simply make all patents 
available for the war effort. Since 
then, a wider bill has been drawn 
up, and other proposals which will 
lead to a complete revision of exist- 
ing patent law will be introduced 
soon. The committee will probably 
seek immediate enactment of the 
limited, original bill, and then 
tackle the long-range problem of 
full-fledged reform. 


Office of Price Administration at- 
torneys are buried under an ava- 
lanche of frenzied pleas for rulings 
on moot points in the general price 
freeze regulation. Literally thou- 
sands of inquiries have been re- 
ceived from all over the country, 
and from every type of business 
man. It will take weeks before 
those already received can be han- 
dled. Aside from the volume, some 
of the questions are unanswerable 
at present, even by Price Admin- 
Henderson himself. In 
those cases, OPA needs to get some 
experience before ruling. 


One technical publication in the 


/oil field is having the devil’s own 


time with censorship restrictions 
applying to copies exported to for- 
eign subscribers. Copies sent to 


|Canada are supposed to be exempt 
|from censorship, and yet they are 


| 


coming back marked “Returned by 
the Censor.” The situation is all 
the more mysterious because the 
issue in question was cleared with 
the Office of Censorship and Board 
of Economic Warfare in Washing- 
ton in advance of mailing, and an 
export license granted upon agree- 
ment to delete a single personal 
item telling of the participation of 
an oil executive’s wife in the 
launching of a new tanker. Wash- 
ington officials suspect the Canadian 
censor exceeded his authority and 
are investigating further. 
ut ts x 

Signs-of-the-times:. railroads ex- 
pect to be ordered soon to take out 
of service and convert to more ef- 
ficient use Pullmans, diners, chair 
and bar cars; thousands of gasoline 
stations will go out of business be- 
fore the summer is over, particu- 
larly along the Atlantic Coast but 
also in other sections where chief 
reliance is on the tourist trade; why 
Administration critics complain 
about government press agents is 
shown by the latest directory of the 
Information Division of the Office 
of Emergency Management listing 
64 publicists of one type or another, 
all of them above the clerk or 
stenographer level. 


Borg-Warner Forms 
Advertising Department 


Borg-Warner Corporation, Chi- 
cago, has established a new adver- 
tising department which will 
continue the activities of the com- 
pany’s publicity department and 
expand its institutional advertising 
and related activities. 

The advertising department will 
be located at the company’s offices 
and will be headed by Johnson S. 
Davis, formerly of Borg-Warner 
International Corporation, and G. 
A. Shallberg, Jr. Fred H. Lock- 
wood, formerly publicity director 
of Borg-Warner, has become pub- 
licity director of Guiberson Diesel 
Engine Company, Dallas manufac- 
turer of tank engines and supplies. 


Chambers Acts as Chief 
W. Craig Chambers, vice-presi- 
dent of Ensign Advertising Agency, 
Pittsburgh, has been appointed act- 
ing chief executive for the duration, 
in the absence of William G. Ar- 
ther, president, who is serving as a 
captain in the combat intelligence 
department of the Army Air Corps. 
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McGRAW-HILL LAUNCHES CAMPAIGN. IN DAILIES 


Wartime Duties of ae 
Business Papers You Expected to Read This 


Are Discussed NEXT YEAR! 


ABP Speakers Emphasize 
Opportunities to Help 


) lace , 
Production Drive . . . The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ang 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 


Vi 


New York, May 14.—Business ene Wee oreer. santa ian s - saad: % tan ORM: 2 
Pa ie Se ae a other classifications (single insertion rates): n., $2.75; © 3 in, 
paper publishers, editors and adver- | oon $4.75 per inch. 
tising men returned to their desks 
ic ree oP Duy Tec ihilic | . > . 3 
this week alert to new responsibili | cs HELP WANTED Ss POSITIONS WANTED 
ties and broader horizons in shaping | aoe Wanted man over forty, editor-solici- ~~ PARDON MY SOUTHER 
America’s war and postwar destiny, | nee tor established magi azine of business a ABSE NC E! . A 
2 7 ener L- promotion a interest available| 4A agency copywriter, after s. er; 
following the 18th annual spring Hacer tla heme pecans rym phe right man with $3000. years with leading Dixie ag: is cli 
conference of the Associated Busi- : = us tare ben wo genes be ' Box 3688, ADVERTISING AGE, N. Y.| now homeward bound. Veter 6 re) 
" _ , fa } ary om po penta prams caers end tos ores phoned be == ~ food, beverage, technical a: ints, 
ness Papers held at Absecon, N. J. | . ae neg: pone REPRESENTATIVE WANTED __| Creates swiftly but soundly, produc 
Paced by William B. Batt of the) a ee ote ae ee Eastern Representative — Aggressive, | sennes coy = —— ay flair 
is " ni men J 7 ; cde te part we tet ows omrtee — in pnt , growing periodical wants experienced | fOr tf 10 Ample Samples in ¢ ent 
War Production Board, who as Ss ti ng teow mene oi / representation in territory east of| Media. Inte rviews N. Y. or Chicag 
serted that the only hope for war | oe: eee | Buffalo. Must know industrial market. | oe week, Age 42, beaucoup depend. 
" ‘ : dd pores! Stall we ove . : - 29eQS riepr SINC “he "hea ents. 
and postwar victory rests with in- | om = | Box 3692, ADVERTISING AGE, Chgo. Box 3687, ADVERTISING AGE he 
-OSIT s TED —— — 
— sesens WAR : | _ REPRESEN NTATIVES AVAIL ABLE 
Young woman—15 years publishing; | : - 
advertising production; editoria |! | Established FE ublisher’s Repre senta- 
echidna Calais Geanian. Gi. 08h « makeup; layout complete magazine; | tive with office in Chicago lov, 
some creative work; secretarial. ) ample time to build busin fr 
- = mee | Box 3588, ADVERTISING AGE, N. Y.| another trade paper. Fifteen years 
This full page in newspapers of five major cities opened a drive by McGraw- Hill “Successful trade paper space sales-| ype ee y ng ee Me Hy ter. 
Publishing Co. pointing up the importance of America's industrial press in aiding man requires a position with reput-| Chicago and A proven 15% 


for present publisher plus ex ler 


CONNECTICUT'S PIONEER BROADCASTER |g all-out war production. Additional dailies will be included in the continuing | in several fe Ce eS for present publisher plus excel 
= > schedule by the "McGraw-Hill Network of Industrial Communication. Box 3690, ADVERTISING AGE, Chee | concern requiring ‘B Pepresent = 


| 
| 

| Advertising Copywriter ie tt” sage Present Publisher advised of t} 
| 


. u P | ‘ . . the job, | know you can do it!" says| vertisement. 
creased production efficiency in the | president of McGraw-Hill Publish-| 44 Agency. Volime producer; foods. Box 3689, ADVERTISING AGE, ©) 


broadest sense, a dozen speakers|ing Company, urged publishers to! Bex 3694, ADVERTISING AGE, N. =:| os provide one more publisher with t 
: ; a . ; 3 : . one | "LL "ANT adequate coverage anc ower ver 
; outlined the core of a program for|see that editorial effort increased | dé hvacee... ‘head for war duration. Mid-Wester 
; |'making business papers more vital| rather than decreased in the face of | the servic es of this Sales and Adver- states, W ide acquaintance accts, and 
| ror] valhtall “eve 2¢ ti Ss ) ri 25 | agencies. 
NGS FIR | than ever to American industry. temporarily declining ip vinta voted Mr. veare of intensive tralninn cad ane! Box 3695, ADVERTISING AGE, Che: Thi 
TH Stanley A. Knisely, executive Ehrlich indicated that business pa-| perience. Unusual merchandising MISCELLANEOUS = Ja 
icking vice-president of ABP, outlined spe- | P&T advertising executives were not wr oat eo con w aavortiniad — sa AR ERTISING and ae Ta 
. , . , 00. 808% > re ance embraces ae » s 4 an d 4 b . « 
\f you re P l cifically a joint educational job for|fUlly accepting responsibility for, sales management, agency, consumer | MERCHANDISING IDEAS 
+ sel cifically a joint educational job fc : ; , : —~ 7 ny at ST al pESEN 
your spo ty editorial and advertising men—the educating industrial advertisers to ver — ti woe. avintinn oma "bireet Long-estal mt Vhs _» dt 
‘ rs rs « : pa ° p e by, 11S ce . ect! Ls r-eStabdlis 2d, reli-rate nar kKet- 
r . , : ieee a : 4my| use their white space efficiently and) mail. Has developed successful eam- | ing organization with nation-wid 
+ job of helping business and industry effectively. paigns for big national advertisers.| clientele seeks ideas for syndicatior 
Marke to become more articulate in pre- ° . . ; Presently employed; priorities affect-|to retail classifications, particularh 
h ore than se heir stor ‘er ont Lionel D. Edie, investment coun- ing clients necessitates change Now | furniture, jewelry, apparel, depart- 
Reach m senting their story to government, sel and ist 1 <d editors! located NYC but will go elsewhere.) ment stores. Will purchase outright 
ili on people labor and the public = ae CCONCERIST, Warne CUlvOrs For more information or interview,|or handle on royalty basis trict 
a mil st Jul Elf bei dit tH against overlooking their postwar] write confidence observed 
‘ad > yi > > ” se “LL tasae . . . oO 86 'RePTIS ae 1K ? a fox 38693 ! eK 2 rcs ‘s 
with one low-co r . tahed Re a — 4 “er responsibilities while fighting to win | 80x 3691, ADVERTISING AGE, N. Y.! Box 3693, ADVERTISING AGF, N. \ 
cam- |, Urnishing mee, Poner ow | the war. Mr. Edie indicated that the | 
— ; ‘ | 


Cc. | importance of the job that busi-| sce with which American industry | . 
|ness papers, especially industrial “ becoming the arsenal of democ- Re-Name Pen for Sass Dorne Formed ; 
| papers, have done to date in helping Sass - Dorne, Advertising Art, 
new commercial art service, has 
sl mattis sae 08 ae ey ae been formed by Bill Sass, Los An- 
fer dg a pre needs in a SUr-/the coming 12 months. Unless we and Summer Drive geles commercial artist, and Mac 
PERSEGLY SHOTL Tire. begin to plan now for post-armis- : : 


te ina co ee Dorne, formerly a New York artists 
Howard Ehrlich, executive vice-| tice adjustment and for the position | (Picture on Page 35) ‘representative and more recently 


American business must accept in | New York, May 14.—The addition with Western Advertising Artists, 
shaping the outlines of the world at! of a timely touch of glamor plus a Los Angeles. Studios are in Lo: 


aign 
oe ¢ CBS, Hart- 


; - ‘©|racy might surprise both ourselves, ’ + 
ford. | industry step up productive effi- our allies and our enemies during Waterman S Spring 


peace, we are liable to find our-| magazine drive in color will provide | Angeles. = 
selves plunged into economic chaos | the basis for L. E. Waterman Com- 
if the war turns out to be short,| pany’s spring promotion of its re-- Named BBB President La ( 
rather than long, he pointed out. cently re-named Commando foun- George H. Dennison, genera to E 
Termed Joint Responsibility “a eo — a) fw ger s the Pitehurg Bette om 
on _— ey es 1e streamlined pen was first in-! Business Bureau, has been electe | 
A top flight Gaimoteas te ee, of | troduced last Christmas under the! president of the National Associa- decla 
Orne 2 abisning ©ompany,| somewhat innocuous appellation of |tion of Better Business Bureaus food 


emphasized the joint editorial-busi- 


tt geen aol ; “515” and one of its features was 
| ness responsibility for stepping up|, military-type clip, making it easy 
consumer mar @ | productive efficiency through effi- to carry in button-down patch 
/cient management and conservation pockets, common to most uniforms 
Soe, See -. = labor. worn by service men and civilian 
e told how the editorial and ad-| gefense workers. Sales of the “515” 
vertising contents of industrial pub- during the Christmas gift season 
lications are helping to train the were so satisfactory the company 
ee of green hands naw being decided to feature the pen in spring 
Ys nen a a ed _— production and summer copy addressed to the 
macnine. is talk w as illustrated graduation gift market as well as to 
with numerous slide films showing those in the armed forces 
the emphasis advertisers are laying . = m 
: Seatcegle ro Color copy in page and half-page 
on useful information about their te — ”- 


Always Canada’s richest consumer mar- 
ket, the Toronto area has taken on added 
value with its constantly increasing pay- 
rolls. This has not meant, necessarily, 
that Toronto buyers are throwing all of 


‘ size has been scheduled for the 
their money around on unnecessary pur- products. Munsey Group, New York Sunday 
chases—as War Loan figures recently - a fo, 9p vee of the! News, The Saturday Evening Post 
: . a‘ : enton Publishing Company, and). his . naz ve 3 
proved. A major part of their buying is president-elect of ABP, indicated se adnate Pega wines Noam = In Cleveland 
of replacements made necessary by a that a large vortion of American | aq. accompanied by illustrations of THE HOLLENDEN 
depression period in the not too distant — led cog lost ne ~ reac-| Allied commando troops in action, oui ce len 
: . lonary, ledger sheet outlook of the! .,. ee eee 2¢ »C “4 
pest. she more Swrest —— oo oe = 1920's. The job of business papers, Sead” ak onaians aes rag rus fAveLowsn 
sumer market is through daily news- he stated, is to help all business ac- new pen built to ‘take it.’ and manele In Lancaster, O 
-: papers, and pons a new wartime and postwar) fail” Charles Dallas Reach Com- THE LANCASTER 


outlook of broadened social respon- | pany, Newark, is the agency In Corning, N. Y. 
sibility, both in this country and ‘ a ‘ THE BARON STEUBEN 
| abroad. 


THEO. DetTT amr. PRESIBEN 
: L & T Promotes Koretz Dei ares 
TORONTO IS A “TELEGRAM” CITY | resus , in te 
Dairies Raise Ad Fund Robert J. Koretz, for the past 13 - . 
: years on the copy staff of Lord & 
| coslation of "Scien “enpek _" Thomas, Chicago, has been elected 
rs « ec s Oils nre. "ESj ae ts : 
| raise $60,000 or more for advertis. a vice-president of the company. 
'ing by assessments of one cent a 
;}pound on all butterfat during the 


. Ne» . -. | first 15 days in June. The proposed 
TH E E\ ENING TELEGRAM | advertising program will become 
eae : . effective when dealers, processors 

Largest Classified Linage in Canada }and handlers accounting for 55 per 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS ‘ 
cent of the state’s butterfat produc- —_ 
TORONTO CANADA tion have agreed to participate. It 
is expected that the program will 
Te 4 he fi OLDERS LABELED TO YOUR CONTAINERS 
" NEW YORK: Dan A. Carroll 


start on June 1. 
? om. S am, 
; ae ‘Buchanan Gets Bendix — oe 


MONTREAL 


TORONTO 


WINNIPEG 


es CHICAGO: John E. Lutz , ' : ony. usts, “ities « cao an 
: | Bendix Aviation Corporation, si UT Ss EF Bb ® 
South Bend, Ind., has appointed | = on 
Buchanan & Co. to direct its adver- ‘ * ( 


tising. 
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ALONG SPEAKERS' TABLE AT NAB CLINIC 
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At this section of the speaker's table at the Monday morning NAB Information 

clinic in Cleveland last week are (left to right) J. Harold Ryan, WSPD, Toledo, 

Ohio; William B. Lewis, Office of Facts and Figures, Washington; Archibald 
MacLeish, OFF director, and Neville Miller, NAB president. 


This group, at the same session, includes (left to right) Frank M. King, WMBR, 
Jacksonville; Major Gen. F. G. Beaumont-Nesbitt, British Army Staff; O. L. 
Taylor, KGNC, Amarillo, Tex., and Gen. R. L. Denig, U.S.M.C., Washington. 


Also at the speaker's table are (left to right) John Patt, WGAR, Cleveland; 
Capt. L. P. Lovette, Public Relations Department, U. S. Navy, Washington; and 
Paul W. Morency, WTIC, Hartford. 


La Choy Foods Converts (Ewald Honored by 
“« to Essential Production University of Missouri 


tet The War Production Board has Henry T. 
cia- declared non-essential the Chinese | Ewald, chairman 
s. food products produced by LaChoy | of the board of 


Food Products, Detroit. Accord-|Campbell- 
ingly, LaChoy will pack essential | Ewald Company, 
domestic vegetables and meat prod-| Detroit, was 
ucts for civilian and military use| awarded a medal 
and will move its plant to Arch-|of honor by the 
bold, O., a fertile farming center. | School of Jour- 

The Detroit factory has been sold|nalism of the 
to the United States Defense Plant; University of 
Corporation, to be occupied by a/ Missouri, Colum- 
manufacturer of vital military ma-| bia, during the 
chinery. When the war is over, La-| school’s annual 
Choy intends to continue packing | journalism week. 
domestic products, as well as re-| The award, “for 
sume the manufacture of Chinese;many public 


Henry T. Ewald 


foods. | Spirited enterprises and for his serv- 


ice for the betterment and advance- 
ment of advertising,’ was the first 
presented in the field of advertising 
by the school, which annually hon- 
ors newspapers and newspapermen 
for distinguished service. Mr. Ewald 
assailed the idea of government- 
| paid advertising in a speech, assert- 
ing that he favored such copy only 
if paid for by private advertisers. 

Mr. Ewald, a native Detroiter, has 
been in the advertising agency busi- 
ness since 1911, and has been active 
in advertising associations and in 
civic functions. He directed public- 
ity for five Liberty Loan drives in 
Detroit during World War I, and is 
now public relations director for the 
Detroit chapter of the American 
Red Cross. He has been chairman 
of the board of the Four A’s and 
the National Outdoor Advertising 
| Bureau, and a director of the Adver- 
tising Federation of America and 
| the Traffic Audit Bureau. 


‘Nutrition Ad Planned 


| As part of its contribution to the 
| national nutrition campaign, Cali- 
| 
| 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


@ Photo-engravers in Chicago 


fornia Packing Corporation will run 
a color spread in the June 10 issue 
of The Saturday Evening Post, fea- 


4 207 North Michigan Ave. 
j;turing the official food rules in 
e _chart form. The headline will read, 


@ FRANKLIN 5854 
|“Every Day, Eat This Way—says 
é & * rs rs & 7 * |'Uncle Sam. And every day, Del 


Monte helps you do it.” 


Blue Network 
Offers Two Per 
Cent Cash Discount 


(Continued from Page 1) 

new discounts and annual rebates 
for consecutive weeks of broadcast- 
ing that range from 2's per cent 
more than those offered by NBC- 
Red and Columbia for comparable 
brackets to a peak of 45 per cent 
for the advertiser whose contracted 
gross network billing totals $1,200,- 
000 or more within a fiscal year. 

The so-called cash discount is 
actually a penalty of a two per 
cent reduction in each discount to 
the advertiser who fails to pay his 
‘bills by the 12th of the month. 

Hails Blue’s Lead 

Paul B. West, president of ANA, 
approved the move, saying, “Adver- 
tisers applaud the adoption by the 
Blue Network of the cash discount. 
The principle of a cash discount is 


fundamental business practice and | 


is necessary for the establishment 
of sound credit relations in the ad- 


vertising industry. It has long been | 


needed in the radio field. 

“It is to be hoped that NBC and 
CBS, both of whom have indicated 
in previous discussions with adver- 
| tisers and agencies their acceptance 
of the same principle, will soon be 
in a position to follow the construc- 
tive lead of the Blue.” 

Frederic R. Gamble, managing di- 
rector of the Four A’s, applauded 
the new card as a constructive move 
to strengthen the advertising finan- 
|cial structure and as a stimulus for 
/prompt collection of radio bills. 
| “The method used,” he observed, 
“involves no cost to the network or 
|any of its affiliated stations. This is 
in line with the position of the Four 
A’s that its advocacy of cash dis- 
count is not intended to reduce any 
|medium’s net revenue. 

“The method used also involves 
no cost to either advertiser or 


agency, which certainly seems ad-| 


visable in a constructive move for 
the benefit of all concerned. It is 
not the regular method in use for 
many years by hundreds of media, 
but is the only way to meet the 
complicated conditions involved in 
the relations of affiliated stations, 
networks, agencies and advertisers. 
Sometime in the future it may be 
|possible to take another step and 
establish the cash discount in the 
regular way.” 


All “Save Face” 


The combination of the increased 
discounts and the two per cent pen- 
alty in the Blue rate card actually 
gives the networks and the two na- 
tional associations each a_ face- 
saving victory in the long cash dis- 
count battle. 

The general increase in Blue dis- 
‘counts has given that network’s 
\clients a cash reward for prompt 
| payment, while none of the major 


networks has abandoned completely | 


their joint stand against yielding an 
|additional cash discount. 

Of even greater interest to radio 
time buyers and to supplementary 
station owners around the country 
are the sizable discounts awarded 
by Blue to advertisers whose na- 
tional expenditures run in the mil- 
lions, or whose distribution permits 
coast-to-coast coverage. 

By grouping supplementary sta- 
tions into six regional groups and 
offering staggered bonuses for the 
addition of entire groups, the Blue 
is offering extensive rate induce- 


purchase complete coverage. 


is an incentive to the small station 


|which must frequently conduct ex-| 


‘tensive sales and merchandising 


campaigns to gain a place on a na-| 


| tional schedule. 

| The long range effect of the new 
|card may be to attract once more 
,to the Blue some of the larger na- 
j}tional accounts absent in recent 
years, as well as to give RCA's 
junior web a new bargaining point 
in holding its affiliates if radio’s ex- 
clusive affiliation contracts are bro- 
ken by federal monopoly action. 


iments to the advertiser who will | 


At the same time this bonus plan. 


Warllme Task of 
Company Papers Is 
Vital, Ellis Says 


Chicago, May 15. — The house 
| organ editor can be most helpful in 
| the war effort by fostering a fight- 
ing mood among industrial workers, 
Frank J. Ellis, vice-president, Wil- 
liam Wrigley, Jr., Company, told the 
opening session of the Victory Con- 
ference of the National Council of 
Industrial Editors which convened 
here yesterday. 

Editors of company publications, 
he said, occupy a position of crucial 
importance in conditioning the 
minds of workers as to the true task 
confronting them. “Don’t merely 
show the way to greater effort, but 
rather lead the way,” he urged the 
300 editors registered for the three- 
day program. 

In a special recorded message to 
the meeting, Donald M. Nelson. 
WPB chief, praised the work of em- 
ploye publication editors and asked 
that they maintain a sustained vic- 
tory drive. 

The first day‘s program was de- 
| Voted to discussion of mutual prob- 
lems between the editors and gov- 
ernment public relations officers. In 
a dramatized presentation of the 
need for war bond sales and how 


employe publications can stimulate 
them among workers, A. P. Alex- 
ander, Jr., editor of Coca-Cola's 
“Red Barrel” and chairman of the 
company publications committee of 
the War Savings Staff, revealed 
that 2,010 company publications are 
cooperating in the stamp and bond 
sales drive. The average circulation 
of these publications is 12,675, thus 
reaching over 25 million workers. 
who together with their families 
comprise nearly half the population 
of the country. 


Package Campaign Opens 


Package Machinery Company, 
Springfield, Mass., recently  initi- 
ated a national campaign to tell 
manufacturers it will help them lo- 
cate wrapping machines in the 
shortage caused by a recent WPB 
freezing order. Copy states “We 
will not buy or sell any of these 
machines. Our aim is merely to be 
of assistance to package goods 
manufacturers for whom we cannot 
build new machines at the present 
time.” Full page insertions have 
been scheduled for the series in 11 
business papers and general maga- 
zines, 


Jaspert to WPAT 


George H. Jaspert has resigned as 
commercial manager of WTAG, 
Worcester, to become general mana- 
ger of WPAT, Paterson, N. J. 


| 
| 


Reaching all Federal, State, 


publication 


equipment on the market 
sales message before 
officials 


“A NEW 


Jwo Bullion Dollars 
For Home Defense 


That is what will be spent soon for air raid protective equip- 
ment, blackout supplies, medical accessories, and other 
things needed to safeguard American civilians, their homes, 
public buildings, and industrial plants. 


Send for Dartnell’s New Magazine 


CIVILIAN 
DEFENSE 


Published Monthly—$2.00 a Year 


committee chairmen and plant protection directors 
lation concentrated on key men who have the authority 
to specify and purchase for civilian defense 
to block captains or air raid wardens 


Read for news about what other communities are doing 
what equipment they are finding most effective; and new 
Use the June issue to put your 


11,000 


Write for Free Magazine and Booklet 
$2,000,000.000 Market” 


DARTNELL PUBLICATIONS, INC. 
4660 RAVENSWOOD AVENUE. CHICAGO, ILLINOIS 


Also publishers of “American Business” and the Dartnell War 
Production Service 


and County civilian defense 
Circu- 


Does not go 
An independent 


important civilian defense 
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... power to in fluence public 
Opinion... 


in ‘ ‘ mes 


GEOFFREY PARSONS, chief editorial writer of 
the New York Herald Tribune, winner of the 1941 
Pulitzer Prize for Distinguished Editorial Writing. 


On May 4, in making its award to Geoffrey Parsons of the New 


York Herald Tribune, the Pulitzer Prize advisory board said: 


‘*For distinguished editorial writing during the year, limited to the editorial 
page, the test of excellence being clearness of style, moral purpose, sound 
| reasoning and power to influence public opinion in what the writer con- 
ceives to be the right direction, due account being taken of the whole 
volume of the writer’s editorial work during the year... The selection 
of these editorials over others of great distinction and to the same patri- 


otic purpose was chiefly influenced by a wish to recognize an outstanding 


instance where political affiliation was completely subordinated to the 


national welfare and a newspaper firmly led its party to higher ground.’’ ' 


A booklet containing several of the editorials referred 
to in the above citation will be sent on request. 
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May 18, 1942 ADVERTISING AGE 


BUS EDUCATIONAL CAMPAIGN OPENER 


“Halt! Who's There?” 


PIR ine oe 


PHOTOGRAPHIC REVIEW 


GRAYBEARDS TELL ALL, OR ALMOST 


An lotercuy Bos, Carry thee 
hing Men, War Workers, Easce Tray 


~Keetotts The Wig turage al Mk for buctdig 


& 


* <a 


MOTOR BUS LINES OF AMERICA 


With this two-color spread in the May 23 Collier's, the National Association of 
Motor Bus Operators begins a new educational campaign. Beaumont & Hohman 


One of the highlights of the NAB sales managers’ division at the Cleveland meet- is the aqeney. (Story 40 Fone 4! 


ing was the session at which members of the Radio Executives Club of New York 

did a friendly job of telling the radio industry what is wrong. In this group of 

professorial talent are (left to right) Carlos Franco, Young & Rubicam; Tom 

McDermott, N. W. Ayer & Son; Bob Mason, WMRN, Marion, O.; Adam Young, 

Jr, Joseph Hershey McGillvra; Morton G. Bassett. Morse International; and fom 
Lynch, Wm. Esty & Co. 


THE COMMANDO INVADES THE PEN FIELD 


POSTER SPOTLIGHTS AIR CORPS SLOGAN 


Fred Weber, general manager, Mutual 
Broadcasting System, New York, and Ed 
Wood, Jr., MBS sales manager, discuss 
current problems at the NAB parley. 


DISPLAY-CONTAINER 


The "Keep ‘em Flying" symbol becomes an integral part of the advertising 
message in this new 24-sheet poster designed for National Carbon Co. by 
Lester Jay Loh, art director of J. M. Mathes, Inc. 


——<—HiV/ 
\e ast | 
9° 


UNION COPY WITH A PURPOSE 


aS 
| Tuaaer Quick 


mate Peeks Crores ‘ a aw 


SHIP YARD AND MARINE SHOP © 
LABORERS UNION N° 886 


bY 
OUR MEMBERS HAVE ALREA 
BOUGHT #35000°° WORTH 


Showbox division of Central States Paper 
& Bag Co. fabricated this new counter 
display-container for the Anacin Co., 
using a transparent acetate with card- 
board bottom and back and providing 
exceptional visibility. 


@ Waterman's Commande 


When this pen was introduced in the Christmas season, L. E. Waterman Co. 

called it the "515." It did so well under this business-like nom de plume that 

Weterman has retitled it the ‘Commando’ for the graduation gift season. 
Charles Dallas Reach Co. is the agency. (Story on Page 32.) 


TAKING IT ALL IN AT THE SESSIONS AND VARIOUS PANELS OF THE NAB CLEVELAND CONVENTION 


California union leaders contracted with Foster and Kleiser Co. for 63 poster 
panels in San Francisco, Oakland, Richmond, Alameda, South San Francisco and 
Sausalito to carry this war stamp and bond message. 


At Monday's luncheon are (left to right) Quincy A. Bracket, WSPR, Springfield, Mass., and F. M. 
Doolittle, Italo Martino and Walter Haase, all of WORC, Hartford. Right, above, a San Franciscan 
converses with two members of the Sunflower state. The trio (left to right) includes Plez S. Clark, 
KFH, Wichita; Earle Smith, Edward Petry & Co., San Francisco; and Clark A. Luther, KFH. 
Part of the interested audience includes (left to right) S. E. Adcock, WROL, Knoxville; Albert E. 


Dale, James Gaines and Burton M. Adams, NBC, New York; and Roger W. Clipp, WFIL, Philadelphia. & 

In the group at the right, above, are (left to right), John B. Conley, WOWO, Fort Wayne (left eg 

foreground); Margaret Wylie, J. Walter Thompson Co., Chicago; Frank Chizzini, NBC Record Divi- tg 

sion, Chicago (second row); Maurice W. Boyd, WMAQ, Chicago; and Linnea Nelson, J. Walter 
Thompson Co., New York. 


Merk Woods, president of the Blue Network, Harold Hough, WBAP-KGKO, Fort Worth, and Sydney 
Kaye, BMI, New York, chat informally. In the group at the right, above, are (left to right) W. C. 
Bochman, WCOS, Columbia, S. C.; T. D. Youngblood, WFIG, Sumter, S. C.; Walter Elliott, C. E. 
Hooper, New York: and Sergeant Robert Fishel, Public Relations Office, Keesler Field, Miss., formerly 
with Lang, Fisher & Stashower, Cleveland. In the third group, at the speakers’ table during the 
Pane! on "Radio Advertising for Department Stores,” are (left to right) Richard Meybohm, Secretary 
of Sales Promotion Division, National Retail Dry Goods Association, (standing): Eugene Carr, 


WGAR, Cleveland, (in background): James W. Petty, Jr. H. & S. Pogue Co., Cincinnati; and 
Barclay W. Newell, sales manager, Wm. Taylor Son & Co. In the fourth group, at the speakers’ table 
during the discussion of “What Burns Us Up” meeting of the NAB Department of Broadcast 
Advertising are (left to right) Eugene Carr, WGAR, Cleveland; Mort Bassett, Morse International, 
New York: and, at the extreme right, William Maillefert, Compton Advertising, New York; Carlos 
Franco, Young & Rubicam, New York. The broadcasters saluted a war year with an unusually peaceful 
convention, accompanied by self-analysis and selling methods introspection. . 
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ADVERTISING AGE May 18, 1942 


Se2rIeP neem 


POPULATION 


i940 U. 8S. Census) 


Chicago, Il 
Philadelphia, Pa 
Detroit, Mich 
Los Angeles, Cal 
Cleveland, Ohio 
Baltimore, Md 
St. Louis, Mo 
Boston, Mass 
Pittsburgh, Pa 
Washington, D. 
San Francisco, Cal 
Milwaukee, Wis 
Buffalo, N. ¥ 
New Orlean 
Minneapol 
Cincinnat 
Newark 
Kansa 
India 
Ho 
Seg 
R 


L 
ce 
Por 
Atlanta a 
Oakland, Cal 
Jersey City, N. J 
Dallas, Tex 

Memphis, Tenn 

St. Paul, Minn 
Toledo, Ohio . 
Birmingham, Ala 
San Antonio, Tex 
Providence, R 

Akron, Ohio 

Omaha, Neb 

Dayton, Ohio 
Syracuse, N. Y. ° 
Oklahoma City, Okla 
San Diego, Cal 
Worcester, Mass. 
Richmond, Va 

Fort Worth, Tex. —.... 
Jacksonville, Fla. . 
Miami, Fla. .... - 
Youngstown, Obio 
Nashville, Tenn. ~........ 
Hartford, Conn. 
Grand Rapids, Mich 
Long Beach, Cal 
New Haven, Conn 
Des Moines, lowa . 
Flint, Mich. .... , 
Salt Lake City, Utah 
Springfield, Mass. . 
Bridgeport, Conn. . 
Norfolk, Va. 
Yonkers, N. Y. ... 
Tulsa, Okla. ........... 
Scranton, P 
Paterson, 2 
Albany, N. Y¥ 
Chattanooga, Tenn 
Trenton, N 
Spokane, Wash 
Kansas City, Kan 
Fort Wayne, Ind 
Camden, N. J 
Erie, Pa 

Fall River, Mass 
Wichita, Kan 
Wilmington, Del 
Gary, Ind 
Knoxville, Tenn 
Reading, Pa 

New Bedford, Mass 
Elizabeth, N. J 
Tacoma, Wash 
Canton, Ohio 
Tampa, Fla 


Peoria, Il 
Lowell 
South Bend, Ind 
Duluth, Minn 
Charlotie, N. C 
Utica, N. Y. .« 
Waterbury, Conn 
Shreveport, La 

Lynn, Mass 
Evansville, Ind 
Allentown, Pa 

El Paso, Tex 
Savannah, Ga 

Little Rock, Ark 
Austin Te x 
Schenectady, N. Y 
Wilkes-Barre, Pa 
Berkeley, Cal 
Rockford, Il 
Lawrence, Mass 
Harrisburg, Pa 
Sagninaw, Mich 
Glendale, Cal 

Sioux City, lowa 
Lincoln, Neb 
Pasadena, Cal 
Altoona, Pa. . 
Winston-Salem, N. ¢ 
Bayonne, N. J 
Huntington, W. Va 
Lansing, Mich 
Mobile, Ala 
Binghamton, N. Y 
Montgomery, Ala. . 
Niagara Falls, N. Y 
Manchester, N. H 
Quincy, Mass 
Pawtucket, KR. I 

St. Joseph, Mo 

EF. St. Louis, Ul 
Springfield, Ti 
ortliand, Me 
Charleston, 8. C 
Springfield, Ohio 
Troy, N. Y 
Hammond, Ind 
Roanoke, Va 

New Hritain, Conn 
San Jose, Cal 
Charteston, W. Va. . 
Topeka, Kan 
Madison, Wis 
Mt. Vernon, N 
Kacine, Wis 
Johnstown, Pa. 
Pontiac, Mich. 
Davenport, lowa 
Aug Ga 


Evanston, It 
Atlantic City, N. J 
Terre Haute, Ind 
Columbia, 8. C 
Brockton, Mass 
Cedar Rapids, lowa 
Jackson, Miss 
Passaic, N. J 
Lancaster, Pa 
Springfield, Mo 
Wheeling, W. Va 
Galveston, Tex 

St. Petersburg, Fla 
Fresno, Cal 
Durham, N, C. 
Greensboro, N. ¢ 
Decatur, Ill 
Chester, Pa. 
Beaumont, Tex 
Bethlehem, Pa 
New Rochelle, N. ¥ 
Malden, Mass 
Macon, Ga. 
Corpus Christi, Tex 
York, Pa. . 

Union City, N. J 
Waco, Tex 
McKeesport, Pa 
Stockton, Cal 
Kalamazoo, Mich 
Holyoke, Mass 
Santa Monica, Cal 
Columbus, Ga 
Pueblo, Colo 
Waterloo, lowa . 
Amarillo, Tex 
Asheville, N. C 
Portsmouth, Va 
Hamilton, Ohio 
Hoboken, N. J 
Muncie, Ind 
Pittsfield, Mass 
Jackson, Mich 
Lexington, Ky 
Woonsocket, KR. I 
Kenosha, Wis 

Bay City, Mich 
Stamford, Conn 
Muskexon, Mich 
New Castle, Pa. 
Aurora, Il 
Raleigh, N. C. ..°.. 
Haverhill, Mass. . 
Green Bay, Wis 
Port Arthur, Tex. —. 
Wichita Falls, Tex. 
Elmira, N 


Ot 6 


66,039 


(1939 


AUTOMOTIVE SALES 


U. 8S. Census of Distribution) 


(000 omitted) 


4. Detroit, Mich 
Philadelphia, Pa 

6. Washington, D. C. . 

Louis, Mo on 


laltimore, Md 
Milwaukee, Wis 


K 
4 Rochester, N 
26. Onkland, Cal 


32. Birmingham, Ala 
33. Oklahoma City, Okla 


37. San Antonio, Tex 
38. San Diego, Cal, 

39. Richmond, Va 

i), Omaha, Neb 

il Syracuse, N. Y. . 
12. Jacksonville, Fla, 
43. Dayton, Ohio 

44. Sacramento, Cal 
15. Long Beach, Cal 
16 Akron, Ohio 

47. Fort Worth, Tex 
48. Youngstown, Ohio 
19. Tulsa, Okla 

0. Providence, R. I 
51 Nashville. Tenn. 
52. Flint, Mich 

53. Grand Rapids, Mich..... 
4. Pasadena, Cal. . — 
5. Springfield, Mass. . 
6. New Haven, Conn. .... 
7. Fresno, Cal 

8. Worcester, Mass 
59. Des Moines, Ia. 
60. Salt Lake City, Utah 
61. Albany, N. Y¥ ° 
62. Spokane, Wash 

63. PHOENIX, ARIZONA 


$161,410 


Z — 


ESERPERS TST corseins 
——- 


Peoria, TT 
65. Glendale, Cal. . 
66. Wichita, Kan 
67. Tacoma 


70. Shreveport, La 

71. Trenton, N. J 

72. Tampa, Fla 

73 Fort Wayne, Ind 
74. Hartford, Conn 

75. Bridgeport, Conn 
76. Norfolk, Va 

77. Charlotte, N.C 
78. Chattanooga, Tenn 
79. El Paso, Tex 

80. Evanston, Il 

81 San Jose, Cal 

82. Canton, Ohio 

83. Little Rock, Ark. 
84. Reading, Pa 

85. Paterson, N. J 

86. Lansing, Mich 

87. Harrisburg, Da 

88. Evansville, Ind 

89. South Bend, Ind 
%, Yonkers, N. Y. 

91. Rockford, Il 

$2. Corpus Christi, Tex 
93. Portland, Me 

4. Allentown, Pa 

95. Kansas City, Kan 
96. Camden, N. J.. 
97. Beaumont, Tex 
98. Decatur, lil 

99. Erie, Pa. ....... 

100. Columbia, 8, C. . 
101, Schenectady, N. Y¥ 
102. Jersey City, N. J 
103. Lincoln, Neb. 

104. Binghamton, N. Y. 
105. Springfield, IL 
106. Kalamazoo, Mich. 
107. Madison, Wis. 

108. Stockton, Cal 

109. Pawtucket, R. I 
110. New Rochelle, N. Y 
111. Charleston, W. Va 
112. Waterbury, Conn. 
113. Charleston, 8. C 
114. Austin, Tex 

115. Seranton, Pa. . 
116. Duluth, Minn. . 
117. Sioux City, la 

118. Savannah, Ga. . 
119. Gary, Ind 

120. Terre Haute, Ind 


121. Hammond, Ind. 
122. Greensboro, N. C. . 
123. Elizabeth, N. J. .. 
124. York, Pa 

125. Raleigh, N. C. 


128. Quincy, Masa, . 
129. Cedar Rapids, la 
130. Roanoke, Va. . 
131. Utica, N. Y. 
132. Wichita Falls, 
133. Lancas Pa. . 
134. Winston-Salem, N. C.. 
135. Huntington, W. Va.. 
136. Montgomery, Ala. 

137. Topeka, Kan 

138. Johnstown, Pa. 

139. Berkeley, Cal. .. 

140. Waco, Tex. . 

141. Mt. Vernon, N. Y 

142. Mobile, Ala. ..... 

143. Waterloo, Ia. . 

144. St. Petersburg, Fla 
145. Elmira, N. Y. . 

146. Niagara Falls, N .Y 
147. Davenport, la. 

148. Pontiac, Mich, 

149. Troy, N. ¥ 

160. Jackson, Mich. 

151 Lynn, Mass 

152. Saginaw, Mich 

153. Jackson, Miss 

154 Manchester, N. H 

155. Amarillo, Tex 

156. Durham, N. C 

157. St. Joseph, Mo 

158. Columbus, Ga 

159. Asheville, N. C 

160. E. St. Louis, I 

161. Green Bay, Wis 

162. Macon, Ga 

163. Stamford, Conn 

164 New Bedford, Mass 
165. Springfield, Mo 

166. Brockton, Mass 

167. Pittsfield, Mass 

168. Pueblo, Colo. 

169. Springfield, Ohio 

176. Augusta, Ga 

171. Lawrence 
72. Altoona, 


Tex. 


173. Muncie, Ind 

i7*. Aurora, Il 

175. Port Arthur, Tex 
176. Paseaic, N > 

177. McKeesport, Pa. - 
178. Galveston, Tex 


179. Wheeling, W. Va. ~~ 
180, Fall River, Mass 

181. New Britain, Conn. . 
182. Bay City, Mich 

183. Bethlehem, Pa. ... 
184. Chester, Pa. 

185. Racine, Wis. - 

186. Atlantic City, N. J. —. 
187. New Castle, Pa. ....... 
188. Lowell, Mass on 
189. Muskegon, Mich. . 
190. Hamilton, Ohio . 
191. Witkes-Barre, Pa. 
192. Kenosha, Wis. 2 
193. Holyoke, Mass. —..... 
194. Malden, Mass. . 
195. Bayonne, N. J — 
196. Union City, N. J. - 
197. Portsmouth, Va... 
198%. Woonsocket, RK. L. 
199. Haverhill, Mass. ane 
200. Hoboken, N. J. .—..- 


*Incomplete 
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8, 
8, 
8 
83 
8! 
8, 
8, 
8, 
8, 
‘. 
. 
7, 
7,720 
7, 
7 

7 
7, 
6, 
6, 
6, 
6.9 
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-_WERE IN HIGH iN 
PHOEN/X, ARIZONA 


ITH a population ranking of 143 among the first 200 : 
cities of the nation, Phoenix, Arizona, stood at 63 in 
automotive sales, according to U.S. Census of Distribution , 
figures. Phoenix was in the twelve-cylinder class! But when r 
sales were officially “frozen” on automobiles, tires, and other 
accessories, Arizonans willingly complied. Now they’re spend- 0 
ing money for other things . . . and Phoenix still sets records! i 
For instance ... Bank Checking Transactions for April 1942 
exceeded the previous all-time high of December 1941. Truly, i 
there’s Christmas business this spring throughout this gold . 
nugget of western markets. 
Arizona’s basic industries are sparked to capacity in the | 
national effort of all-out production. Population grows, too. ns 
Adjacent United States Army Air Fields make Phoenix the sto 
second largest air training center of America. A newly opened 
airplane parts factory, with its highly-paid personnel, swells bre 
the number of new families calling Arizona “home.” hel 
True, the “big freeze” slowed down automotive sales. 
But spendable income is now diverted into other channels. So 
whether your problem is increasing sales, introducing a new tha 
product, or entrenching good-will, you have two tested mediums 
available for your Arizona job. Write for the graphic story of 
Phoenix and the Southwest “In A Nutshell.”’ 


GAZETTE ‘BROAD 
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